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the slipsheet For Issue of Jan. 1, 1960 


an informal ‘‘f.y.i.’’ before you read the issue 


Here we are--in January--devoting most of the issue to swnmer sales, 
advertising and merchandising strategy. How come? 


Right now, while the snow pelts us, important marketers are locking up 
advertising and promotional plans for the summer season, 1960. Too many 
of them are anticipating a summer slump. "Everybody'1l be on vacation," 
they say. "Can't be reached by advertising or salesmen. Let's cut down 
the ad & promotional budgets and schedules for July and August and save 
the money." 


That's the kind of talk you've heard, isn't it? And it's the kind of 
thinking that actually creates a summer slump for many companies. To 
this we say, "Nuts!" 


We say this fits-and-starts, stop-and-go philosophy of advertising spend- 
ing is too often based on myth and imagination. But the idea is deeply 
ingrained. Advertising and selling pressure does dip in the sumer. 

As a direct result, summer slumps are encouraged. 


That's why this issue carries the theme, "Beat the Summer Sales Slump." 
We're publishing it now because now is the time marketing executives mst 
plan, budget and take action for summer selling. 


Fortunately there are companies doing an outstanding promotional job 
throughout the year and most especially in summer months. Beginning 

on page 45, you'll see how 12 such companies pivot their summer promotion 
around solid, heavy, forceful advertising. They've cured their summer 
slump. 


Perhaps you have your own sales slump in the hot weather months. Maybe 
you have a salesman or two who will walk five miles on the golf course 
under broiling August sun, but who can't see the logic in walking two 
blocks under the same sun to make a business call. Hit home? Then 
turn to page 38 and read "10 Steps to No-Slump Selling." 


A prosperous New Year to you. 


The Publishers 
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The Atlas Intercontinental Ballistic Missile. 
Range: 5500 miles 


its 
Loaded 


with buying power... 


THE INDIANAPOLIS AREA 


@ More than 2 million people, with almost 4 
billion spendable income, make this compact 
45-county market one of your primary sales tar- 
gets. 

For the selling power you need in this pros- 
perous area, concentrate your advertising in the 
Indianapolis News and the Indianapolis Star. 

This powerful combination guides your ads 
straight to, 54.9% of all households—qualified, 
selective coverage of the most able-to-buy, high- 
est income families! Here's advertising coverage 
that's geared to your distribution channels, in 
this rich area where retail sales per family are 
15.9%" above the national average. 


*Saies Management, Survey of Buying Power, 1959 


GET THE FACTS! 
Write for your free 
copy of “FACTS,” 

a condensed report 
of the booming 
economic picture 

of Metropolitan 
Indianapolis. 
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Evening 
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TO PRE-SELL 


BASIC FOR 1960 TO 
REACH HOSPITALS 


6 STRATEGIC 
SALES-BUILDING 
ISSUES 


Your nucleus for reaching, tell- 
ing and pre-selling the greatest 
concentration of people who buy 
for hospitals, HOSPITALS, 
Journal of the American Hos- 
pital Association .. . first in ABC 
paid circulation. 


March 16th—PLANNING AND 
CONSTRUCTION ISSUE 


April 16th ADMINISTRA- 
TIVE REVIEWS ISSUE 
July Ist-—-SMALLER HOSPI 

TALS ISSUE 


July 16th CONVENTION 
PROGRAM ISSUE 


August Ist—ANNUAL GUIDE 
ISSUE 

September 16th CONVEN- 
TION REPORT ISSUE 


pee 
oer 


HOSPITALS 
JOURNAL OF THE AMERICAN HOSPITAL ASSN 


840 North Lake Shore Drive 
Chicago 11, Illinois 


send information on HOSPITALS’ 
2 It's the 


Principal Product 
Street 


City 


Sales Management January 1, 1960 


Sales Management 


THE MAGAZINE OF MARKETING 


January 1, 1960 


CONTENTS 


Summer Challenge 
It's Getting Harder to Defend a Slump! 


Summer Planning 
Why a Summer Issue in January? 


Summer Marketing 
Can Summer Slumps Be Cured? 


Summer Myth 
Where’s the Summer Sales Slump? (Pictograph) 


Summer Throwback 
Summer Slumps Are Out of Date! 


Summer Salesmanship 


10 Steps to No-Slump Selling 


Summer Products 


What's the Summer Slant for 
Your Winter Wares? 


Summer Facts 


Fancy vs. Fact on the Summer Slump 


Summer Cures 
12 Cases of Cured Summer Slump 


Campbell Soup Co. JFD Electronics Corp. 

Kaiser Aluminum & Chemical Corp. The Yale & Towne Mfg. Co. 

The Nestlé Co. American Machine & Foundry Co 
Toro Manufacturing Corp. Thomas Industries, Inc. 

The New Yorker magazine Southern Union Gas Co. 

Irish Whiskey Distillers Renwal Toy Corp. 


Marketing forecast for 1960— 


Count on Your Biggest Year 
We're slated for a record-breaking year ahead, 
with most of the economic factors that affect 
marketing lining up to bring you the biggest 
opportunities ever. See Future Sales Ratings, 
Page 68 


and more immediately . . . 


The Marketing Outlook for February 


. sees retail sales up 5% over February ‘59 
as a dynamic auto market leads the way up. 
What are the High Spot Cities for February? 

Page 78 
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HIGHLIGHTS 


WHY is a SUMMER SLUMP... 


From the ones who have it, or have done away with it, 
comes a candid report on the summer slump—as SM 
queries 1,000 readers, gets a revealing picture of what 
causes it, who has it, and what's being done about it. 
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More than 13,000 people with top 
authority to buy attended the 
1959 American Hospital Associa 
tion’s Annual Convention. 


when lapses in summer marketing activity are often 
based on false and dated premises, 


Much of the cause of the summer slump is simply a mis- 
take in thinking—a carry-over from the days when there 
was a reason for one. Today, advertising step-ups can often MEET THESE BUYERS 

overcome off-seasons that exist simply because they're ex- truly the buying heart of the 
pected and allowed. Page 36 hospital market. 


DEMONSTRATE CONCLU- 
SIVELY .. . to those with 
authority to buy. 


when the men who make the sales can be fired up to beat 


the slow season a 
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SELL EFFECTIVELY ... you 
Some extra attention to sales programs can make hot- cami dias tarde cin write more 
weather wizards out of slump-minded salesmen. It’s just 
a question of conditioning—by special meetings, incentives, 
briefing on summer selling advantages Page 38 
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This is a 
Scissor-billed 
Box-topper 


A bird in the hand 
is still worth 
you-know-what 


. . it still costs less to keep a cus- 
tomer so/d than to sell a new one. 
Let us show you how to keep 
your customers sold—how to build 
business that repeats and repeats 
—with your own customer engi- 
neered premium plan. 

Cost ? You decide that. You pay 
for your individually-tailored pre- 
mium service plan after you 
profit from it. Not before. Let us 
tell you more. 

Write, wire or phone collect— 
ATlas 8-9315. Dept. S-1 


remium 
ervice Co. Inc. 


Founded 1897 


SUBSIDIARY OF 
THE CURTIS PUBLISHING COMPANY 


195 North St., Teterboro, N.J. 
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In Sales Action For Advertisers 
INDUSTRY’S TR’s leadership in producing Buying Action In- 
quiries out of all proportion to the low cost of 
display space is well known by experienced ad- 
vertisers and agencies. Proof on request. 


In Number Of Advertisers 


12,265 manufacturers now advertise more than 
45,000 products in TR . . . more than in any 
other 50 industrial publications combined. 


PUBLICATION 


in Gaining User Acceptance 


Users know that all qualified makers have their 
products Registered and described in TR. Makers 
not in TR are out of the running when buyers 
start pre-purchase investigation in TR. 


In Paid Circulation Income 


Users poy more in subscription money to have 
TR than they pay to any other industrial publi- 
cation . . . without special deals or offers. 


In Long Life Of Advertising 


Each edition of TR is used an average of 3 
years .. . passed interplant, to branch plants, etc., 
. . » delivering the broadest possible coverage 
of all departments involved in product selection. 


REGISTER sits 


Register than in any other industrial publica- 
tion per year . . . including weekly magazines. 


Industry's No. 1 Publication 


because its NO 
° 


Industry's No. ¥ Mar ketplace In Paid (ABC) Circulation Increase 


THOMAS PUBLISHING COMPANY Since 1945 TR has doubled its annual distribu- 
461 EIGHTH AVENUE + NEW YORK 1, N. Y tion . . . sold out, with a waiting list for the 
Telephone OXford 5-0500 next edition. Only one A.B.C. industrial publica- 

tion (a weekly) has exceeded this record. 
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Take that famous dessert. It proved that even today’s most successful 
product can’t rest on yesterday's ideas. @ The man who made it owned 
the market. His share was practically all the share there was. He con- 
tinued to build the market with new flavors, new packages and new 
promotions. He had practically everybody eating his dessert. You'd 
think he had gone to the limit of sales. @ But, now he’s got people 
spooning it on cereal...as well as sprinkling it on toast... And using 
it with ice cream to make sundaes. €@ Tomorrow, who knows what? 
People will use a fine old brand in brand new ways when somebody 


gives ‘em the idea... People buy ideas! 


YOUNG & RUBICA M, advertising 


New York « Chicago « et t « San Franc . Ange eH yw j ntreal « ror . ndon e » City « Frankfurt « San Juan « Caracas « Geneva 
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EDITORIALS 
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The Last Year of the Summer Slump? 


The very nature of this issue is proof that Sales Management 
is sticking its neck out in the opening hours of this new decade. 


We are not willing to accept the belief that a slump in sales 
in June, July and August in any company is just one of those 
things that no one can do anything about. 


And we hope to persuade a lot of people that this is the year 
to make a change. We've thrown away our traditional first issue 
to make way for this special anti-summer-sales-slump edition. 


© We remind you, in this issue, of the obvious—that a summer 
slump benefits no one. 

© We startle you with facts on spending patterns. 

¢ We cite numerous examples of people who have licked 
their summer sales slumps. 

© And we are not above goading you into re-examining your 
own position. 


The challenge of the ‘60's is business’ ability to serve its cus- 
tomers and prospects better. 


“Convenience” will be a word applied in this decade, even 
more than in the past, to the hopes and desires of our people. 


When advertisers shut up shop in summer months because, 
supposedly, no one is in the mood to buy—is that offering con- 
venience to prospects? 


When factories must work overtime, or run additional shifts 
for a few months to stockpile for sales peaks, is that efficiency? 
Remember when turkey was only a Thanksgiving specialty? 


When retail sales people must stand around twiddling their 
thumbs and gossiping, because consumers are not reminded to 
buy in the summer, are they happy? Even people who are not 
particul: irly happy in their jobs would rather be busy than idle. 


In the narrowest sense, the company that licks its summer 
sales slump problem can relish the profits. Important by-products 
created, however, are convenience, efficiency, and happiness. 
In our consumer-oriented society today these surely are benefits. 


When Your Firm Raises Capital 


It appears that corporations will go into more stock market 
activity in 1960, with sales of additional shares of common 
stock used as a primary means of raising capital required for 
growth. “It’s a good time for common stock financing,” according 
to one executive attending the convention of the Investment 


will 
NOT rajse its 
announced 
advertising 
rates 


before the 
issue of 


oT READ 
at the: 
earliest. 
Our top-quality 
circulation will 
continue to be 
competitive. 
> Greatest editorial 
content. 
>Greatest ad 
response. 


>Lowest cost per 
thousand. 
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Eye opener! 


Mizrese Homemaker Survey 
#12 has all the NEW facts 
to help you sell Minnesota. 
Indispensable data for any sales- 
promotion-advertising campaign in 
Minnesota. Projectable to all Min- 
nesota’s 961,000 households as to 
what’s on hand or last bought, from 
personal, no-inducements-offered in- 
terviews with adult homemakers. 
Covers more than 90 products and 
appliances. Combination of metro- 
politan and statewide samples gives 
the complete picture both in the 
area’s largest metropolitan center 
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P 


Hennepin County-Minneapolis 
and inall Minnesota. Also city-town- 
farm breakdowns. 

The unique Homemaker Survey is 
a continuing project showing trends 
of in-home use of products going 
back over a number of years. The 
report is a treasury of the full in- 
formation you need about the $5'% 


billion Minnesota market. 

Write today for your copy of 
Minnesota Homemaker Survey #12 
Address requests on your letterhead 
specifying your product interest, to 
W. A. Cordingley, National Advertis- 
ing Manager, Room 120, Minneapolis 
Star and Tribune, 5th and Portland, 
Minneapolis 15, Minnesota. 


Minneapolis Star and Tribune 


EVENING 


MORNING & SUNDAY 


650,000 SUNDAY 


1960 


- 515,000 DAILY 


Bankers Assn. of America. “Many stocks now selling yield less 
than the double-A rated bonds of their companies.” 


Sales volumes that don’t yield profits reflected in the price of 
a company’s stock will not he ‘Ip the company that intends equity 
financing in 1960. The president's heat is always on the sales 
executive to maintain satisfactory profit. But if more companies 
intend to go into common stock financing, partly because of the 
high cost of borrowing through bonds, pressure will be applied 
to more sales executives to keep an eye on the profit and its im- 
pact on the company’s stock price. 


He May Be Your Man 


If you operate a company in which any member of manage- 
ment will come into frequent contact with all other members of 
management you may soon find a Harvard man knocking on your 
door—asking for a job. 


In June approximately 560 men will graduate from the Harvard 

Graduate School of Business Administration with masters’ de- 

grees. About 200 of these graduates have a common desire: They 
want to join small- or medium-size companies. 


These 200 are not waiting for you to seek them, though that 
has been the customary practice since big corporations have been 
touring the colleges on executive manhunts. They've organized 
“The Student Small Business Program.” ‘They have picked fellow 
students to go into eight geographical areas, distribute resumes 
of 25-50 students, and seek jobs. Each student chips in part of 
the cost of sending the eight “salesmen” on the road. 


These Harvard students are not looking for a small business as 
denoted by a specific maximum number of employees, or with 
a limit on annual dollar sales. What they seek is the opportunity 
for frequent contact with the people w ho run the business. The "y 
are ready to “start in the mailroom” just as the big corporation 
trainees, but they would like to have the opportunity for more 
than a nod from the president in the elevator. 


Smokers Don't Scare Easily 


News item: “New figures released on the heels of the latest 
tobacco-health controversy show cigarette shipments—a gauge 
of smoking trends—topped 39 billion units in September, up one 
billion in a year. .. . The Department of Agriculture estimates 
1959 cigarette output exceeded 1958 by 3%, and predicts higher 
consumption in 1960. This is based on an increase in population, 
and more women smokers.” 


Surely anyone who can read or listen is aware of the health 
controversy. Newspapers, magazines, broadcasting have carried 
the clinical side of the anti-cigarette assertions in great detail. 
No one could accuse mass media of suppression of news in this 
area, despite their vast income from cigarette advertising. 


ORCHAWAII SALES DIVISION 
ORCHIDS OF HAWAII, INC. 
NATIONAL SALES OFFICE 
305 7th Ave. * New York 1, N. Y. 
Telephone ORegon 5-6500 


Maurice Corken, assistant general manager of WHBF 
and WHBF-TV says: 


WHBF adheres to its published 
rates, assures advertisers of 
equal, fair treatment. 


Ask Avery-Knodel, or write to Maurice 
Corken, WHBF, Telco Bildg., Rock 
Island, Ill., for recommendations and 
availabilities . . . radio or television. 


STRONG & PRODUCTIVE FROM DEEP ROOTS 


WHBF 


owa + RADIO & TELEVISION 
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CATCH THEM IN AMERICAN HOM 


A CURTIS MAGAZINE REAO BY © FAMILIES WITH CONSUMING NTEREST IA THE HOME 


Sales Management January 1, 1960 11 


Top Specifier of 
PLUMBING 
EQUIPM ENT 
is the 
CONSULTING 
ENGINEER 
The consulting engineer is your key 
to a greater share of the market 
for plumbing equipment used in 
commercial, industrial and 
institutional buildings. 
An inde pende nt survey, just 
completed, shows that 70.2% of 
the consulting engineers we serve 
have from 70% to 100% 
| responsibility for specifying the 
| brand of plumbing a Yew 

( faucets, fixtures, flush valves) on 
projects they handle. 
Complete findings available. 
Write for “Plumbing Equipment 
Research Report”. You may be 
sure your competitors will! 


CONSULTING 
ENGINEER 


Wayne near Pleasant Street 
St. Joseph, Michigan 


Sell the Men Who 
Write the Specifications 


CORPORATE CLOSE-UP 


1 


MEETING 
PLANNERS 
HANDBOOK 


Handy, pocket-size beoklet contains reprints 
of seme ef the most popular articles on 
meeting plannieg that have appeared in 
Sales Meetings. 


32 pages—more than 14 articles 


CONTENTS 


What I've Learned from My [1,000 
Speaking Engagements 

Put Small Groups to Work for 
Idea Developments 


Guided Conference: Good Substitute for 
Skilled Leadership 

Why Doesn't Brainstorming 
Always Seem to Work? 

Buzz-Write Workshop Insures Participation 


A Conference Is a Contest— 
Do You Win Or Lose? 


If It's Worth Saying It’s Worth Reporting 
How Bankers Become Good Speakers 


43 Ways to Excite Interest in 
Your Meeting Objectives 


For the Modern Meeting Planner: 
Guide to Styles, Groups, Methods 


Good Audiences—Made Not Born 
It's Real Work to Plan Women's Activities 


Your Planning On-the-Spot Program 
Change !s Valuable 


How to Get the Most Out of Hotel Service 
Send 50 cents in coin to: 
Readers’ Service Dept. 
SALES MEETINGS 
1212 Chestnut St., Phila. 7, Pa. 
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Calpak Plans Another 
Big Hot-Weather Attack for ‘60 


It’s an old story that canned foods can be sold, and sold in volume, 
while fresh items are on the market~and California Packing Corp. 
showed how it could be done years ago. Now the company that's 
known by the Del Monte brand has a big, new hot-weather program 
for 1960, but it's not tipping its hand yet as to actual details. 


The 1960 Del Monte promotion will generally follow the pattern 
of anti-summer-slump insurance first introduced after the war and 
since broadened and improved. This program now includes intensive 
work with retailers (furnishing storewide sales ideas and materials), 
media programs, providing usage ideas to home economics editors, 
and (this past summer) participating in a mammoth cookout contest 
with Kaiser Aluminum, Carnation and ten other manufacturers (see 
page 46) 


A clue to actual promotions that Del Monte may employ in 1960 
can be seen in 1959 events. Last year, the company had three separate 
campaigns going: Summer Show Boat, Summer Surprise Party and 
Home Maker's Holiday. Each of these received strong support and 
provided dealers with a tic-in promotion package for storewide dis- 
play. ' 


Calpak field representatives worked vigorously with dealers in 
planning store tie-in events and displays—not only for Del Monte 
products but for the store’s merchandise as a whole. The focus, of 
course, was on Calpak’s foods and drinks. 


“In these campaigns,” says Everett M. Runyon, director of adver- 
tising and sales promotion, * . we have worked to convince the 
grocer that canned foods have just as important a place in the modern 
housewife’s thinking and cooking in summer as in winter.” 


In the four summer events that formed the vanguard of Calpak’s 
summer attack on slump thinking, the company promoted the entire 
line. The goal was to bring the potentially slower months up to the 
level of the more active ones. Besides promoting sales and raising 
income, this reportedly helps warehousing and shipping for all con- 
cerned. 


Ten or 12 years ago, the canning industry took it for granted that 
in summer, when fresh fruits and vegetables were plentiful, people 
were not interested in canned foods. Almost without exception, 
they eased off their selling efforts during the summer months and 
didn’t begin again until about September. There was little advertis- 
ing in July and August and hardly any attention paid to point-of- 
purchase. Grocers, too, took it for granted that they couldn't sell 
as much of anything in cans when customers could buy fresh items. 


Calpak, however, just wouldn't accept this: theory. The company 
began experimenting with ideas for making canned foods usage a 
year-round habit. The traditional peak period for canned foods was 
in January, February and April, with a tapering off throughout the 
rest of the year. Summer topped all periods for poor selling. 


After ten years of applying its theory that people will buy canned 
foods in volume all year—if these foods are brought to their attention 
attractively and continuously enough with proper promotional back- 
ing—the industry has seen the peak period for canned foods shift to 
April and May, with heavy buying in almost every month of the year. 
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of an advertising 
decision maker 


- Do os 
HE SPENT GOOD ADVERTISING DOLLARS TALKING TO PEOPLE WHO WEREN'T INTERESTED 
And it’s a crying shame, too! If he’d only realized it, dollars spent in media of mass 
circulation reach some prospects, yes—but at the cost of thousands of others who 
aren’t interested in what the advertiser has to sell. Special interest magazines winnow 
out the prospects from the “suspects” —deliver a hand-picked pre-conditioned audience. 


HEARST magazines 


ee 13 keys to the special interests of 13 groups of people « «+ Good Housekeeping 
Popular Mechanics e American Druggist e Town & Country e House Beautiful «e Motor e Science Digest 
Motor Boating « Sports Afield « Bride & Home e Harper’s Bazaar e New Medical Materia « Cosmopolitan 
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Time was when Manischewitz was considered just a ceremonial wine. Then, two years ago, 
the Monarch Wine Company decided to create a new product image and broader market appeal 
for Manischewitz, based on the theme “everybody's wine.” Naturally, Monarch turned to the 
medium that reaches nearly everybody ...spot television. 

Sales spurted immediately. As a result, last fall Manischewitz launched the largest adver- 
tising campaign in its history. Same theme...same medium...same results! Again spot 
television’s sight, sound and motion—introducing new Manischewitz beverage combinations 
and showcasing the revamped Manischewitz bottte and label—hypoed consumer acceptance 
and sales. Toasting successful spot campaigns on such stations as CBS Television Spot Sales- 


Representing WCBS-TV New York, WBBM-TV Chicago, KMO¥-TV St. Louis, WBTV Charlotte, KHOU-TV Houston, WJXT Jacksonville, WBTW Florence, 


“Here’s how...” 


represented WCBS-TV New York, KOIN-TV Portland, WCAU-TV Philadelphia, WJXT 
Jacksonville, WTOP-TV Washington, KNXT Los Angeles and WBBM-TV Chicago, Nort 
Wyner, Manischewitz sales manager, says: “Our changed product image and increased sales 
are due largely to spot television’s dynamic ability to focus attention forcefully when, where 
and how we need it...effectively and economically.” 

Broadening your product’s sales appeal by changing its name, use, appearance? Spot 
television has helped dozens of major advertisers make a change for the better, as you’ll see in 
our example-filled booklet, “How Spot Television Changes a Product Image.” For your copy, 
write to 485 Madison Avenue, New York 22, main office of CBS TELEVISION SP@T SALES 


WCAU.TV Philadelphia, WTOP-TV Washington, KNXT Los Angeles, KSL-1V Salt Lake City, KOIN-TV Portland, and the CBS Television Pacific Network 


“.. spot television 
helped make Manischewitz 


99? 


‘everybody’s wine. 


AMERICA’S 10th TV MARKET WGA i ="EYV 


Annual drug sales $113,570,000—Shoppers in the 
broad WGAL-TYV multi-city market have money 
-and they spend it. This has always been true in 
this prosperous, thriving area. Annual income is 
$63, billion, retail spending $34, billion. Put your 
| sean — sales story on WGAL-TV —first with viewers in 


= HARRISBURG 


Fact er ars Lancaster. Harrisburg, York and many other cities. 
o e " 


eaepemsuse = LANCASTER 


WGAL-TV 
Channel & 


Lancaster, Pa. 
NBC and CBS 


ee 
COattevass 


STEINMAN STATION 
316,000 WATTS Clair McCollough, Pres 


The MEEKER Company, Inc New York Chicago + Los Angeles - San Francisco 
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is ny SIGNIFICANT TRENDS 


It's Getting Harder to Defend a Slump! 


The summer sales slump is fast turning into a 
luxury that manufacturers cannot afford. Every 
year it becomes an uglier black eye on the face 
of otherwise successful marketing plans. In the 
light of the many deeply entrenched slumps being 
tackled by the more vigorous marketers, it is also 
growing increasingly difficult to defend as perma- 
nent and inevitable. 


As the rest of this issue demonstrates, there are no 
two slumps exactly alike. Unfortunately, neither 
is there a pat formula for licking them. Some 
summer slumps don't even occur in the summer. 
They do, however, generally fall into one of three 
categories: 


1. A company’s summer sales drop is due more 
to a real or imagined decrease in consumer de- 
mand for its products than to any seasonality 
inherent in the product itself. (This is the com- 
mon, or garden variety of slump.) 


2. Company sales are high in summer in prepara- 
tion for the peak retail season ahead, but retail 
sales in summer are low, so that the company had 
its “summer” slump in spring or late winter. Ex- 
ample: Toy makers chalk up over half their 
annual sales in summer, in preparation for Christ- 
mas; yet low summer retail sales creates the need 
for sharp cutbacks early in the year. 


3. Some companies find that although their 
products have a high summer use, demand has 
been filled in the months just preceding summer. 
Example: Heavy construction equipment manu- 
facturers do virtually all of their selling in late 
winter and spring, are often left just tying up 
loose ends in the summer. 


The Slump Must Go 


No matter what category the summer slump falls 
into, it should be, and must be, licked. Rapidly 
increasing, keener competition from companies 


here and abroad is evidence enough that sagging 
summers must be eliminated. The pace at which 
diversifying companies are spanning many and 
varied fields should offer proof enough to market- 
ers that not even a day, much less an entire season, 
can be wasted on a slump. 


But even more serious is the fact that every year 
seems to bring narrower and narrower profit 
margins. While competition holds prices down, 
costs of labor, plant and equipment, taxes and 
most other expenses continue to climb. Average 
profits of companies on Fortune's list of the 500 
largest industrials have dropped steadily as a per- 
centage of sales every year since 1955. 


Those costs which can be cut must be cut. Summer 
sales slump is an expense that affords a big juicy 
challenge to profit-conscious marketers. 


Slumps Cost Too Much 


Anything that causes sales and incomes to drop 
while overhead stays about the same is bound to 
be expensive. 


True, some companies with fatter profit margins 
and smaller slumps may still be able to wallow 
comfortably in a summer recess. But the hand- 
writing is on the wall; those industries with the 
slimmest margins and the greatest slumps saw it 
years ago. The great majority of companies are 
seeing it now. 


Food manufacturers saw the need to beat the 
slump before World War IT, when the mushroom- 
ing of super markets forced profits down lower 
and lower. 


As late as 12 years ago food field giants spent up 
to 40% of their advertising and promotion dollars 
in the peak fourth quarter. But the die had been 
cast before the war, and the slow but steady 
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(continued) 


- 8%. 


process of licking the slump continued. Today, 
it’s all but gone. 


Dr. Hector Lazo, now chairman of the Marketing 
Department of the New York University Graduate 
School of Business Administration, and for many 
years before that a food field marketing executive, 
attributes the industry's victory over summer 
slump to two basic moves: “The industry started 
a system of month-by-month promotion, and it 
diversified so there -would be products to promote. 


“Spreading the promotional dollar came first,” he 
continues, “and there was joy unconfined when it 
was discovered that the housewife would buy 
‘seasonal’ items the year-round if she were re- 
minded of them the year-round.” 


Compared with that of a few years ago, the sales 
curve in the food field is surprisingly flat. “This 
is pretty convincing proof,” says Dr. Lazo, “that 
high peaks and deep valleys in sales are a matter 
of failure to make consistent, even, total sales 
efforts month after month.” 


Today, even “impossible” food products are find- 
ing summer markets. Campbell's “soup on the 
rocks” promotion and Nestle’s “Quik” summer 
cooler promotion are examples of giving tradi- 
tional cold weather products new summer life. 


Summer Sales Made the Same Way 


Let's face it, a slump in summer or at any other 
time means very simply that somebody who usu- 
ally buys, isn’t. 


Here are just four basic marketing tenets which 
executives are putting to work in the summer as 
well as in the rest of the year: 


1. Advertise and promote. Marketers are learning 
that the summer must be well covered by adver- 
tising and sales promotion if a slump is to be 
eliminated. It has been common practice to steal 
ad dollars from summer to bolster the peak sea- 
son; now, marketers are learning to find extra 
dollars for that job, and leave the summer budget 
at full strength. 


Fully 28% of SM subscribers who reported having 
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summer slumps commented that this past summer 
they did something to beef up traditionally weak 
advertising. Many were amazed at the results. 


2. Sell to your market. The summer is the only 
season of the year that is really different from the 
rest; the change in weather imposes a new and 
often radically different set of activities on the 
public. Marketers now recognize this change, and 
sell to it. Kaiser Aluminum has done wonders 
simply by telling the public that its foil works as 
well for outdoor cooking as it does in the kitchen. 


3. Keep the salesmen selling. Over 54% of slump- 
burdened SM readers reported that extra sales 
meetings, special contests, added commissions, in- 
creased personal supervision and the like were 
now part of the summer season. A few companies 
reported that the simple act of moving the 6- 
month quota deadline from June 30 to August 31 
had done much to beat the doldrums. 


4. Give the customer what he wants. Fast-moving 
marketers who are stuck with cold-weather lines 
are busily searching out new summer lines. This 
is often not as prohibitive as it sounds: Ideal Toy 
Corp. found it could make a line of plastic house- 
wares (with peak spring and summer retail sea- 
sons) on its toy-making machinery. 


Do It Now 


Companies with summer slumps will find that in 
a very few weeks it will be too late to make con- 
crete plans to beat the slump in 1960. 


The growth of suburban living and leisure time 
have opened a brand new, still growing, summer 
market. But the rush of companies into this mar- 
ket makes the race for California gold look like a 
stroll in the park. Those marketers who are ex- 
ploring this market now have the opportunity to 
find the approach that fits in most painlessly with 
their present marketing operations. 


Way up at the top of the hill there’s a snowball 
of slump-beating companies really starting to roll. 
The ball is getting bigger and rolling faster. It’s 
up to the marketing executive to make sure his 
company doesn’t let it roll past. 


THIS TAG 
GETS IT f 
: ee 


McCall’s USE-TESTED Program tests almost every type of 
product solid in your store. When a product displays the 
USE-TESTED tag, it means that the editors of McCall's used 
it and they like it. They say so right on the tag. 

This is important to you. It helps millions of women buy 
more knowingly, more confidently. They trust McCall's. 
Just . 3 important, they trust the facts McCall's gives them 
on the tag—facts in language they can understand. 

That's why the McCall's USE-TESTED tag is your sales- 
man when your salesman isn’t there...and when your 
salesman is there, it's an impartial endorsement by a quali- 
fied third party. It's the point-of-difference that influences 
the sale. 

Manufacturers can learn how their products can be aided 


by the USE-TESTED Program by writing to: 
McCall's, Dept. H-P, 230 Park Avenue, New York 17 


WE USED IT AND WE LIKE IT 


Sales Management 
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Contrary to marketing 


sales rise with the 


SO advertise in 


Reach the worlds biggest | 


customers for almost§ 
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: (TIME readers are leaders in business, 
~s ve ryth i Nn Gg government, the professions...decision- 
makers, trend-setters, loyal readers - 

2,350,000 families strong) — 
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Customers like to know their orders are appreciated 
and they like the personal, man-to-man touch of a 
Long Distance call. 
Try thanking your customers by phone for their 1959 
orders. We think you'll find it brings you extra business 
throughout the year ahead. 


BELL TELEPHONE SYSTEM ‘a 


Long Distance pays off! Use it now... for all it’s worth! 
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LONG DISTANCE RATES ARE LOW 
Here are some examples: 

Buffalo to Cleveland 

St. Louis to Chicago 

Boston to Norfolk, Va. 

Milwaukee to Philadelphia 

San Francisco to Detroit 


These are day rates, Station-to-Station, for the first three 


nutes. Add the 10% federal excise tax 


LETTERS TO THE EDITORS 


‘seeing double, thinking half’ 


.. . It's highly commendable that 
you would publish a deeply con- 
troversial issue. Red Motley’s story 
of why he stopped drinking [“Red 
Motley Talks about Alcoholism, 
SM, Nov. 20] is an extension of 
our thinking. Perhaps you are 
aware of the P & C Tool Company's 
policy of holding a Hospitality 
Breakfast at the hardware conven- 
tions—instead of the usual cock- 
tail party. The custom has grown 
and the acceptances increase each 
year. 

Especially at conventions, where 
there is supposed to be an ex- 
change of ideas on a high level, 
why should there be an outmoded 
custom that “makes people see 
double and think half!” (Dr. J 
Whitcomb Brougher) 


Mrs. A. Platky 
Vice President and Sales Manager 
P & C Tool Co 
Portland, Ore 


Several months ago I was 
asked to be general manager and 
editor of the Christian Record Be- 
nevolent Assn. We publish six 
monthly Braille magazines for the 
blind, one monthly New York Point 
magazine, one quarterly Talking 
magazine on 33 1/3 rpm records 

I was intrigued by your article 
about alcoholism. Would you be 
so kind as to allow us to use this 
article in one of our Braille maga- 
zines? I am confident that it would 
do a great deal of good 

You have done a tremendous job 
in choosing a variety of articles and 
presenting them in such a way 
that they are right down to earth 
and a man can put some of them in 
his poe! i f and do 


busi 


| \ 
Gener 4anager and Editor 
Christian Record Benevolent Assn 
Lincoln, Neb. 


. . . An alcoholic is born with a 
SY stem to which alcohol is poison. 
Though I have not touched alcohol 
for over 27 years, I still consider 
myself an alcoholic and admit it 
unashamedly as those who admit 
to being diabetics. “No thanks, 
I'm an alcoholic,” may startle 
people, but it usually stops them 
from trying to poison you. Un- 
fortunately, it took me 20 vears 


and much grief to find out. 

I mention this attitude in case 
it may be of help to some of my 
fellow alcoholics. The only cure 
is “Nothing Ever Again.” 


R. P. Egerton 
Ottawa, Ont., Can. 


. . We have two young execu- 
tives in our organization to whom 
I am referring the Red Motley 
story as I know they will derive 
a great deal from it. 

Having been trained as an en- 
gineer, I read a number of engi- 
neering magazines, but none can 
hold my interest as much as Sales 
Management. I am today entering 
an additional subscription for my 
sales manager. 


Robert F. Porter 
Vice President—Material Sales 
Harry T. Campbell Sons’ Corp 
Baltimore, Md 


the squeeze is the thing 


Your editoral comment on Polly 
Bergen’s fear of over-exposure 
caught my eye 

Your trying to compare a tube of 
toothpaste with Polly Bergen is, of 
course, a .fruitless endeavor. Aside 
from the fact that they both should 
be squeezed, there is no basis for 
comparison. 

In selling a produc ability 
to remember ihe p-. rhaps 
the most wis ctive 
Hence the exposr 
ter. But 
be fresh. The tore exposure, the 
less interest. 

Obviously, 
Bergen are rit 
st ither ha 

d than 
f 


ie bet- 
itertainment must 


you and Polly 
Nevertheless, I'd 
ly Bergen over- 
thing else I can 


M. Michael Teichman 
ntial Insurance Co 


t 


NJ. 


of the dissenters who 
strings along with Polly Bergen 
(“Polly Bergen Over-Exposed?” 
SM, Nov. 6, p. 7] in her policy of 
avoiding over-exposure and wear- 
ing out her welcome. “Over-expo- 
sure” in the form of tiresome ot 
maddening repetition seems to me 
to be one of the chief sins of to- 
day’s advertisers. Si 
The rebuttal, of course, will be, 


FIRST 


with READERS! 


45.3% 
MIDWEST FARM PAPER UNIT 


A survey of 4,726 Mid- 
17.7% west farms, conducted 


by the merket research 
Successful Farming division of McCann- 
4.2% 


Erickson, Inc., edvertic- 
Capper's Farmer ing ogency. 


45.3% 
MIDWEST FARM PAPER UNIT 
18.6% 


Succesctel Farming. . wrvey of 385 Midwoet 
16.9% county agents ot to whet 
Farm Journal form publication is most 
infiventiel’’ emeng 
termers of their respec- 

tive counties. 


with DEALERS! 


60.3% 
MIDWEST FARM PAPER UNIT 

a 9.2% 
Ferm Journal 

Besed on 7,726 decler 

8.8% replies received by 

holesciers in nine cote- 

a enD gestae. Individvel coete- 

£ 1.9% gories of decler prefer. 

Capper's Farmer ence avoilabie on request. 


with ADVERTISERS! 


+ 37.8% MIDWEST FARM PAPER UNIT 


Seurce: Farm Publication Reports 
Comperative Lineage 19468-1958. 


Cepper's Farmer 
(decreosed poge 
wre in 1953) 


-26.8% ~25-2% 
Ferm Successtul 
-47.5% Journal = Farming 


Only one medium in the World's 
Richest Farm Market can offer you 
this four-way proof of local impact. 
So, buy the Unit—one order, one 
plate at a substantial saving in rates. 


MIDWEST 


Farm Paper 


UNIT 


WALLACES FARMER ¢ THE FARMER 
PRAIRIE FARMER ¢ NEBRASKA FARMER 
WISCONSIN AGRICULTURIST 


ADORESS: Midwest Form Paper Unit, Sales 
offices ot: 35 E. Wacker Drive, Chicago | 
... 250 Park Avenue, New York 17, N. Y. 
...» 110 Sutter Street, Son Francisco 4... 
159 South Vermont Ave., Los Angeles 4. 
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Ready now... 


YOUR 1960 


Business Trends Chart 


U. S. economic history at a glance 


Let this picture of the past help guide your future. It shows you 
more than a century and a half of business ups and downs, with 
informative notes on our national economy. Colorful, ideal for 
your desktop or wall. 


Complete your market penetration... 


your profit protection... 


“" American 
Credit Insurance 


FOR YOUR FREE COPY, MAIL THIS COUPON 


AMERICAN CREDIT INDEMNITY COMPANY OF NEW YORK 
Dept. 59, 300 St. Paul Place, Baltimore 2, Maryland 

Name 

Company 


Address 
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“We repéat the same copy in dif- 
ferent media and to different audi- 
ences, and it works because we're 
getting results.” This is the ancient 
fallacy, “You can’t argue with suc- 
cess.” But we can argue with suc- 
cess. If you had changed pace and 
used fresh appeals you might well 
have gotten much better results, as 
some advertisers have proved. Play- 
ing the same record over and over 
may get you some business, but 
it may drive away more. 

Fred DeArmond 
The Mycroft Press 
Springfield, Mo. 


marketing on the move 


What a wonderful job you have 
done with the Nov. 10 issue of 
Marketing on the Move! 

I have already ‘started to use it 
effectively. Your addition of the 
analysis of the metropolitan mar- 
kets will be particularly useful to 
all of those engaged in consumer 
goods marketing 

Hector Lazo 
Chairman, Marketing Area 
Graduate School of Business Ad- 
ministration 
New York University 
New York, N. Y 


I have just finished reviewing the 
Nov. 10 issue of Sales Management 
and find it to be the best on the 
market today 

I am writing you with a request 
for permission to reprint some of 
this ma‘erial in our Annual Mar- 
keting and Suppliers’ Guide. The 
staff of the Association is in agree- 
ment that this type of information 
will greatly influence our tire deal- 
ers to better understand the po 
tential growth of our country and 
of their own particular area. 


Fotis N. Karousatos 
Research and Planning Manager 
National Tire Dealers and Retread- 
ers Assn., Inc. 
Washington, D. C. 


reach of interstate tax law 


My appreciation to you and the 
author for “The New Interstate In- 
come Tax Law and What It Means 
to Sales Executives,” which ap- 
peared in the Oct. 16 issue. 

This type of article, I believe, is 
yf particular usefulness to all of 
us in the sales field. 

Raymond L. Rawls 
Assistant Manager 
Sales Control Dept. 
Continental Can Co., Inc. 


New York, N.Y 
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Farmer of the future— 


Within the next decade U.S. farmers 
will feed an exploding population, 25% 
higher than today. Farms will be much 
larger; in the Corn Belt from 300 to 
500 tillable acres, representing a capital 
investment of $200,000 and up. As farm 
size increases, there will be a greater 
dependence on mechanization, with 
special emphasis on materials handling 
machinery. : 

According to the experts, the farmer 
will become more of a “manufacturer,” 
assembling “‘packages of technology”’ 
produced by others on a custom basis. The 
farmer will learn to use vast amounts of 
credit, buy and produce to more exact 


specifications, avail himself of established 
services. Farm supply organizations will 
be larger, more specialized and offer more 
service with their products. 

To chart the coming revolutionary 
changes in agriculture, SuccessFUL 
Farminc has called on some of the 
country’s leading agriculture experts, for 
a series of articles titled “Blueprint for 
Farming in the 1960's,” so SF subscribers 
can see their future more clearly ana 
plan accordingly. 

This series is a continuation of the 
service that SuccessFUL FarMiunc started 
in 1902—to help SF farmers plan better, 
work better, learn more and live better. 
Such SF service to farmers and fann 
families has given SuccessFUL FARMING 
a degree of influence with its market 
that no other medium can match. 

The country’s best farmers are one of 
today’s choicest class markets. SF 
subscribers had an estimated cash farm 
income of $12,120 in 1958; and have 
averaged around $10,000 for more than 
a decade. If you are looking for quality 
customers, SUCCESSFUL FARMING can find 
them for you quickly and cheaply. Any 
SF office can give you the details. 


Meredith of Des Moines . . . America’s 
biggest publisher of ideas for today’s living 
and tomorrow's plans. 


Successful Farming 


Des Moines, New York, Chicago, Atlanta, Boston, Cleveland, 


Detroit, Los Angeles, Minneapolis, Philadelphia, St. Louis, San Francisco 
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The Marketing Team at Lukens Steel Talks to Chilton 


..the value of business magazine advertising 


nced it 


at 
ne ere ceria 
. 


Records indicate that the iron and nail works where Lukens Steel Company had its 
beginning was the earliest establishment of its kind on the continent. Lukens, which 
celebrates its 150th anniversary in 1960, has operated continuously at the same site since 
its inception. This now covers over 700 acres, in Coatesville, Pa. Lukens is acknowledged to 
be one of the foremost producers of specialty carbon, alloy, armor and clad steel plates and 
includes among its facilities the world’s largest plate rolling mill. To serve its many cus- 
tomers in widely diversified industries, Lukens has recently completed a major expansion 
program making it the nation’s third largest steel plate producer. 


At Lukens one finds every evidence of aggressive, up-to-the-minute business practices, 
including an energetic and well-integrated marketing team. This group includes John H. 
Faunce Jr., Director Market and Commercial Development; Henry F. Peters, Manager 
Market Development; W. Harrison Lackey, General Manager Sales; Charles A. Carlson, 
Jr., Manager Field Sales; and Hambleton Shepperd, Manager Advertising and Sales 
Promotion. 


We recently enjoyed the opportunity of talking with each of these executives about 
the use and value of the business press. Here are the highlights of their remarks... 
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is sometimes 


Mr. Faunce says, “We consider 

business magazines the most im- 
portant link in our communications sys- 
tem—a thing of major importance in a 
nation-wide operation such as ours. We 
use the medium. to communicate the 
company name, ‘its products and its 
capabilities to a vast and complex group 
of specifying and buying influences. Ex- 
cept as indicated by requests for litera- 
ture and inquiries, the value of business 
magazine advertising is sometimes hard 
to measure, but we are convinced it pays 
dividends if well planned and well piaced. 
And among other important reasons for 
advertising on a regular basis is the con- 
stant change in our audience—new men 
coming along in industry, new purchas- 
ing personnel, and the like.” 


Mr. Lackey says,'‘Business mag- 
azifis are a tool which can be 
used to great advantage by a sales 


hard to measure, but we are 


dividends: 


manager and his staff. They are a ready 
and reliable source of information about 
new process and product developments; 
changes in geographical location made 
or contemplated by customers and pros- 
pects. They keep us alert to new product 
lines and they inform us of important 
personnel changes throughout the indus- 
try among current and prospective 
customers. In a word, they provide an 
excellent line of communication between 
those who sell and those who buy. And, 
after all, knowledge of the market is a 
basic ingredient of successful selling."’ 


Mr. Peters says, “Because of our 

recently increased production fa- 
cilities, we have great interest in expand- 
ing into new fields. Business publications 
have proven to be highly effective in 
helping develop new markets. They make 
it possible for us to pinpoint our mes- 
sages to groups of special importance to 
us and to tell our story in a way that is of 
special interest to readers and of greatest 
value to us. We do not consider any seg- 
ment of our marketing program complete 
until we have carefully discussed and 
evaluated the part advertising is to play. 
This applies both to immediate and long- 
range plans.” 


Mr. Carlson says, ‘Because the 
business press does so fine a job 
in reaching the influential materials pur- 


chasing and specifying influences in our 
many markets, it serves best to carry the 
Lukens story to those markets. Our 
business magazine advertisements serve 
as a door opener for our sales engineers 
and make initial contacts throughout the 
breadth of a market which would other- 
wise be impossible to make, regardless 
of the size and depth of penetration of 
any sales organization. It is our job not 
only to increase sales among our known 
customers and prospects, but to find and 
develop new prospects. The business 
press helps develop the leads so neces- 
sary if we are to succeed.” 


Mr. Shepperd says, ‘‘We use the 

business press to influence the 
people who influence the purchase of the 
products we sell. Because of the diversity 
of the primary and secondary markets in 
which we find users and sales, we must 
use business magazines to carry specific 
segments of information to specific au- 
diences in special markets. The special- 
ization of the business press enables us 
economically to cover the availability and 
diversification of Lukens products as they 
apply to the individual market or industry. 
We find we can talk to specific audiences 
without waste and we are convinced that 
the believability of our message is en- 
hanced in direct proportion to the reli- 
ability of the editorial material directed to 
the same audience.” 


Business publications serve an area unduplicated by any other selling force. They make 
it possible for you to talk with customers and prospects on common ground—at a time 
when they are seeking information and are most receptive to your message. 


Chilton is one of the most diversified publishers of business magazines in the country — 
a company with the experience, resources and research facilities to make each of 17 
publications outstanding. Each covers its field with the dual aim of editorial excel)ence 
and quality-controlled circulation. The result is confidence on the part of readers and 


advertisers alike. And confidence is a measure of selling power. 


hilton 


COMPANY 
Chestnut and 56th Streets 
Philadelphia 39, Pennsylvania 


Publisher of: Department Store Economist » The iron Age « Hardware Age - The Spectator « Automotive Industries - Boot and Shoe Recorder - Gas 


Commercial Car Journal « 
Hardware World + Jewelers’ Circular-Keystone 


Butane-Propane News 


Electronic Industries + Aircraft and Missiles - 


Distribution Age « 


Sales Management 


Optical Journal & Review of Optometry . 
Product Design & Development « 


Motor Age 
Business, Technical and Educational Books 
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Inevitably! Until managements learn-—as many have-— 
That there’s no law which says there must be one. 
That summer sales slumps can be prevented. 


That summer can be a major opportunity for plus business. 


That for many, summer slumps are only a state of mind. 


There are many companies which have licked their summer 
slumps and there’s no reason why your company can’t be one of 
them. We'll bet our two weeks in August, however, that in every 
case the first and fundamental step these successful companies 
take is advertising——advertising in good business publications. 


Why? Because unless your customers, your distributors and 
dealers, your industry universe, are corivinced, too, then the 


summer slump has you licked before you start. 


Contact your Bill Brothers Publication representative today for 
ideas for making your 1960 summer a more profitable one. 


ARCHIE STUART 
Washington State Manager 
DANT DISTILLERIES 


“In Tacoma local coverage is a must!” 


“We consider Tacoma a separate and distinct trading area within the district we 
cover,” says Mr. Stuart. “Tacoma represents a very substantial part of our total sales 
potential, and our experience definitely proves that the Tacoma market cannot be 
covered sufficiently by Seattle newspapers. Effective local coverage, as provided by the 


Tacoma News Tribune, is the only answer.” 


Think Twice About Tacoma 


The Tacoma Market, Washington State’s 2nd Market, is intensely cov- 
ered by the State’s 2nd largest evening newspaper, the Tacoma News 
Tribune. No Seattle newspaper has more than 12% coverage in this 
area. Circulation of the News Tribune is now nearly 85,000. 


TACOMA NEWS TRIBUNE 


Represented by SAWYER-FERGUSON-WALKER COMPANY, inc. 


Chicago + Philadelphia «+ Detroit + Atianta + Los Angeles + San Francisco 


30 Sales Management January 1, 1960 


‘Why a Summer Issue in January? 


Very likely you feel bushed because you had to shovel out your driveway 
this morning. Or, if you are trying to recapture your lost youth, you may be 
planning a skiing holiday this coming weekend. 


And here comes Sales Management with a summery cover and many 
features on overcoming the summer slump! How come? Are the editors 
calendar-crazy? Are they devoting an issue to the handful of readers in 
Argentina or Australia? 


The answer is simple. Last summer through personal contacts and corre- 
spondence hundreds of sales and advertising executives told us, in sub- 
stance, “Every year we tell ourselves that next summer we will really DO 
something about keeping up our own sales and our dealer and distributor 
sales—but then, before we know it, the hot days are upon us, and it’s too late 
to do anything effective.” 


This is the time to plan for the summer—not May or June. It is the time to: 
1. Arrange salesmen’s vacations so that the majority will be on the 
job in July and August. 


2. See to it that the advertising budget and the lists include normal 
consistent pressure next summer. 


. Plan for exciting new things for July and August (when it’s so easy 
to get attention because so many of your competitors are taking a 
siesta) such as taking the wraps off a new model, staging a contest, 
arranging store promotions. 


Say to yourself, “We will not take a marketing vacation this summer. We 
will lay our plans now, get everything buttoned up in readiness for taking 
advantage of a good business climate and the sure knowledge that some of 


our competitors will be giving us pretty much a clear field.” yf 
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Summer sales slumps have been around for years—but we've 


never really known the reason why. Now the answers to SM’s 


1,000-reader survey tell us, in a startling disclosure of summer 


inertia—but it’s not the customer's inertia, it’s the marketer's. 


ae what is the summer sales 
slump? What are its characteris- 


tics? . Who has it? What is 
being done about it? Can this 
malignancy be cured? 

To get a firsthand view of this 
Sales Management 
some 1,000 readers in all major in- 
dustries. We wanted to know if there 
really is 


slump, queried 


a summer slump, or if it is 
just an obsolete term left over from 
the days when half the population 
spent the summer plowing the fields 
We found out 

There is a summer slump, and it’s 
In fact, fully 45% of the 


companies we 


instead of buying 


a whopper 
heard from had one 
last summer. The figure includes just 
under half the industrial marketers 
responding, and about 38% of con 
sumer goods companies 

This then, leaves a slim majority of 
without summer 1 


companies slumps 


or at least appears to. The pic- 
ture clouds somewhat, however, when 
we look at the reasons given by these 
companies as to why they do not 
suffer in summer 

Just over half of them say that the 
summer is a peak season. A substan- 
tial number of these, however, attrib- 


ute their summer peaks to the fact 
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that they supply goods to manufac- 
turers or retailers with peak fall ac- 
tivity. But many of the customers had 
substantial which 
means that the supplier also had a 


summer slumps, 
letup caused by the summer earlier 
in the year. 
Among 
springtime “summer” slumps were 


those respondents with 


e A large number of companies 
whose peak 18 caused by the annual 
summer “tooling up” in the auto in- 
dustry, and who feel the auto indus- 
try’s summer cutbacks some months 
earlier 


@ Hardware, furniture, 
toy manufacturers who are filling 
wholesaler orders for the peak fall 
retail season . but who suffer 


clothing, 


summer-caused slumps earlier when 
wholesalers trim inventories for slow 
summer retail seasons 


So, if we add those companies with 
summer-caused “spring” slumps to 
those with their slow season actually 
in the summer, the outlook becomes 
darker indeed 

Even grimmer is the fact that after 
the 27% of companies whose business 
depends on economic cycles and Gov 
ernment spending is subtracted, we 
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are left with only 19%. This percent- 
ige represents companies who over- 
came the slack season by themselves 
That's not very many, considering the 
number of vears most of them and 
their slumps have been around 

But there is one bright note. Last 
summer seems to have been the first 
one in which most of these companies 
succeeded in licking the slump. For 
it was probably the 
In other words, there 


several others 
second or third 
are far 
have beat the summer sag than there 
. and if the 
number of companies that still have 


more companies now that 
were a few years ago 
their slumps but have instituted 
new programs to overcome them is 
any indication, there will be a lot 
more with good summers next year 

Although many of the companies 
burdened with this slow season have 
begun to fight their way out, it is sad 
but true that they are still well in the 
minority. The majority seem content 
to stay where they are 

For example, a big 72% of com- 
panies with slumps said that this past 
summer their total marketing efforts 
directed at consumers were only 
about the same as, or even less than, 
the average for the rest of the year. 


When the slack-offs due to hidden or 
psychological reasons are added in, 
and a possible trace of fibbing is ac- 
counted for, this 72% probably comes 
out even higher. If these companies 
don’t like slumps, their marketing 
efforts don’t show it. 

When the marketing programs of 
respondents with summer slumps are 
broken down into salesmen motiva- 
tion, sales promotion, and advertising, 
the widespread indolence becomes 
even more evident. 

Motivating salesmen turned up as 
one of the stronger points. An im- 
pressive 28% of companies reported 
that they either increased the pres- 
sure on their salesmen or had super- 
visors work more closely with the feta 
men. Another 14% relied on contests 
and extra bonuses. Both of these are 
usually effective ways of overcoming 
two of summer's most crucial prob- 
lems—getting salesmen to increase 
their number of calls per day, and 
getting them to ferret out more new 
customers—both against the natural 
inclination to slack off 


B® More than half the companies, 
however, didn't even hold an extra 
sales meeting. Some did nothing at 
all; most relied on some advertising 
or an extra piece of direct mail or 
point-of-purchase material to “moti- 
vate” the salesmen. (True, these are 
fine for helping the salesman make the 
sale malas he is motivated to make 
the call in the first place!) 

Sales promotion showed up even 
weaker than salesmen motivation. 
Significantly, an amazing 38% of com- 
a we asked to name one good 
vit of sales promotion they did last 
summer did not even answer the 
question. Fully one quarter of those 
who did answer the question relied 
exclusively on such negative tactics 
as price cuts and credit, dating, etc., 
as concessions to customers to bring 
summer sales. 

Advertising was even worse. A 
total of 56% failed to answer the ques- 
tion asking them to name the one best 
thing they did in advertising last 
summer. Another 6% merely com- 
mented that they “always reduce” ad- 
vertising in the summer months. 

Again, just under a third of the 
total number of respondents (this 
time about two-thirds of those who 
answered the question) reported 
summer advertising programs de- 
signed to help beat the slump. 

We have seen that there is a slump 

. and it must be obvious that the 
great percentage of companies are 
not exactly breaking records in elimi- 
nating it. Why isn’t there more 
activity? Is it because the slump is 
impossible to eliminate? 


Some marketers seem to think so. 
Every year, space and time salesmen 
rush to clients with their arms laden 
with information and statistics show- 
ing that people are at home in the 
summer; that they do read, listen, 
watch, earn money, spend it and earn 
more in roughly the same way as dur- 
ing the rest of the year. 

Just to keep the record straight, 
here are a few facts about the sum- 
mer that are used to stimulate aclver- 
tising: 

© Employment is generally at its 
highest in the summer months. 

© Disposable personal income in 
the died « uarter of 1956 and 1958 
was considerably higher than the 
yearly rate, and second only to the 
fourth quarter; in 1957, the third 
quarter was the peak quarter. 

© Newspaper circulation in July 
(the strongest rionth for vacations and 
slumps) dips only 4% below the yearly 
peak. 

© The weekly TV audience in Aug- 
ust amounts to 91% of television homes 

. compared with 94% in March. 


@ Summer radio listening is con- 
sistently the annual peak. 

@ Business publication readership, 
according to a McGraw-Hill study, 
falls off only 0.8% in July . . . and 
90.3% of the ager were read 


just as thoroughly as in other months. 

Every year, the same space and 
time salesmen who went out loaded 
with facts come back without sales. 
Why? There are three outstanding 
reasons. 

Perhaps the most important is that 
the advertisers just don’t seem to have 
the money. In setting up a yearly ad 
budget, they will all too often end up 
by taking summer's money away and 
adding it to the peak season to give 
added emphasis. Summer loses out 
because “last year summer was the 
weakest season.” This system is self- 
perpetuating. With less advertising, 
the summer gets weaker; with more 
ad money, the peaks get stronger. 


& The second reason is related to the 
first. Many marketers seem to be 
chained to a percentage. The com- 
pany advertises one summer, and the 
cost comes to, say, 6% of sales. Some- 
one says, “But we ever go higher 
than 3%%,” so the next year 
summer advertising is returned to the 
shelf, in spite of the fact that sales 
that summer were the highest on 
record. 

Another strong reason is that the 
marketer has tried summer advertis- 
ing, with relatively little result. His 
feeling is that people will see his ads, 
all right, but how do you make them 
go out and buy? 
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This brings up an interesting point 
Peope do not grow immune to adver- 
tising messages with the first day of 
summer. If they are not motivated 
to buy, it is often because summer is 
different from the rest of the year. 
Nine months of the year, people ara 
perfectly happy to stay indoors all 
day; in the summer they want out. 
Of course, other things, such as the 
day-to-day pace of living may change, 
but this one indoor-outdoor idea 
makes a big difference. 

A simple example of how the sum- 
mer can change advertising strategy 
is the case of the Pan American Coffee 
Bureau, a trade group that carries on 
a particularly active institutional ad- 
vertising program. 

All through the early 1950's, the 
Bureau had been actively promoting 
its “take a coffee break” theme. The 
Bureau was convinced of the value of 
year-round advertising, and schedules 
were continued through the summer. 
Summer coffee sales, however, were 
down .. . and they stayed down in 
spite of the advertising. Then, three 
years ago, the Bureau switched its 
summer campaign to iced coffee. All 
ads and promotional materials were 
designed to convey a feeling of cool- 
ness. Although it is impossible to 
determine the exact effect of these 
ads on coffee sales, the Bureau reports 
that the summer slump is getting shal- 
lower every year. 


> The advertising is necessary to get 
people into the markets. True, this is 
of more significance to the consumer 
goods manufacturer than to the in- 
dustrial marketer. This means, how- 
ever, that advertising should assume 
a more important role in the summer 
to the consumer goods marketer. It 
must motivate the consumer not only 
to buy, but even before that to over- 
come his inertia and convey himself 
to the nearest retail outlet. (For- 
tunately, the growth of huge sub- 
urban shopping centers will undoubt- 
edly take some of the sting out of 
summer shopping, and make the con- 
sumer easier to move.) 

But the industrial salesman will 
more than likely find his customer 
in the same place as usual. His ad- 
vertising on only to continue its 
pre-selling job. 

Salesman motivation, then, is the 
biggest hurdle for the industrial goods 
manufacturer. But no matter which 
of the many ways he chooses to mo- 
tivate his men, the industrial marketer 
will probably find that the best one 
is the one that gets the men to make 
the calls. (One survey respondent 
said that the best thing he ever did 
to lick the slump was to air condition 
salesmen’s cars!) @ 
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Where’s the Summer Sales Slump? 


If your company has one, there’s a good chance you're 
doing something wrong — slacking off on advertising, not 
developing summer promotions, letting your salesmen take 
it easy. And maybe you're giving the competition a break. 


Look at these sales curves from _ product classification continue and industrial products, fre- 
the U.S. Commerce Dept. strong in summer. Manufac- quently show up best in the 
Retail sales in almost every — turers sales, for both consumer summer months. 


...NOT IN RETAIL SALES 


JAN FEB MAR APR MAY J 


SUMMER! 
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Summer Slumps 
Are Out of Date! 


Most of the uncomfortable angles of the good 
old summertime disappeared with modern 
conveniences, but the image lingers on in mar- 


keting hangovers . . . ad letups, for instance. 


By THOMAS B. ADAMS 
President, Campbell-Ewald Co. 


I" the days when wool suits were worn throughout 

the year—high shoes were summer as well as winter 
wear, and screens were unknown, as were electric 
fans and air conditioners—there was a very good 
reason for reducing one’s activities in the summertime. 
Physical limitations on comfort and activity made it 
necessary to reduce exertion to a minimum. The ladies 
in their whalebone corsets and the nation’s business 
volume both felt the discomfort of being squeezed 
down to minimal proportions during the long summer 
days. 

The corsets have long since been consigned to 
oblivion, but the whalebones on summer business and 
advertising activity still persist. They are perpetuated 
in business patterns which accommodated the necessi- 
ties of an earlier day, necessities which no longer exist. 


Within the past three decades the real physical | 


foundation for the summer hiatus has been substan- 
tially eliminated. Cool clothing, air conditioning, less 
heating diets, and shorter working days have produced 
a vocational climate which is no more difficult in the 
summer than it is in the winter. 


> In the field of communication, the “quiet summer” 
concept is strong. Many advertisers who pursue their 
customers relentlessly from September through May 
abandon them to competitive products during the 
summer months. It would be difficult for many adver- 
tisers to explain why they yield the stage to the blan- 
dishments of the swimming pool manufacturers, tour 
directors, resort owners, and bikini fabricators during 
the summer—especially since this is the period of the 
year when communication would meet with less com- 
petition from their year-round rivals than at any other 
time during the 12 months. 

This abandonment may be based upon the belief 


that only trivial purchases are made during the sum- 


36 Sales Management January 1, 1960 


—— a 
Of) 5, 
4 


Ye, 


TY 


metll| | 


mer months and the big guns must be saved for com- 
petitive advertisers when the autumn blasts begin. 
However, today such capital purchases as swimming 
pools, motor launches, trips around the world, and 
vacation homes at the beach are financed on long- 
term payments, just as are the older forms of capital 
goods. The capital goods manufacturer who abandons 
communication with his customer in June, July and 
August may find that during this period his customer 
has made commitments to the summer advertisers— 
commitments which preclude the purchase of the 
winter advertiser's product. When the heating system 
and swimming pool are both financed over a long 
period of months, they become directly competitive 
as year-round items on the family budget. 


> Actually, summer offers some unique opportunities 
for building brand awareness and a concept of su- 
perior service for a product. With the consumer 
relieved of the urgency of making a snap decision and 
in the more relaxed attitude of summer living, the 
advertiser has an opportunity to do an institutional 
or educational job which will redound to his benefit 
come the “hard-sell” season. 

Advertising media also could be far more aggres- 
sive in their summer efforts. To illustrate, it would 
seem that one of the greatest opportunities for ex- 
panding the television medium would be through the 
sale of portable sets which lend themselves to out- 
door use during the summer. But the industry offers 
the poorest fare during the very season when the 
portable sets would be most useful. 

Although this is a “which-came-first-the-chicken-or- 
the-egg” problem, it is obvious that if the industry 
is interested in broadening the possibilities of tele- 
vision viewing, it will have to take the initiative in 
providing better summer programs. This is the only 
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point in the cycle at which the industry can control 
or influence the number of portable sets in use. 

It is apparent that the summer cessation of activity 
has weather as its foundation. But in a market as big, 
as diverse, and as variable as the American market, 
it is evident that no one marketing policy based on 
weather can be effective. If a slackening of activity 
is reasonable during the Texas summer, is it equally 
reasonable in Minnesota? Because the tempo slows 
dewn in Florida, should we reduce summer sales and 
advertising activity in the Pacific Northwest? We are 
hearing more and more of market segmentation—of 
treating portions of the total national market accord- 
ing to their own particular needs, rather than trying 
to plan as though the more than 50 million American 
families all had the same aspirations, problems and 
needs. In no area does market segmentation offer more 
reward than in this area of weather motivation. 

Most of us look at the summer slump from a 
purely national, economic viewpoint, but there is an 


urgent reason for reappraising it in the light of world 
conditions. As every businessman knows only too well, 
for the first time in 40 years American industry is in 
direct competition with foreign economic systems. 

In view of our high labor costs and built-in capital 
commitments, it behooves American industry to main- 
tain optimum production throughout the year. By 
continuous operation, the investment per machine 
operating hour can be substantially reduced; and this 
saving can be reflected in competitive world prices. 
In what better way can American business reduce the 
dollar investment per productive hour than to lick 
the summer slump—and thus level out the annual 
production cycle? 

A “summer slump” complex leads to a summer let- 
down—in sales effort, promotion effort, and advertising 
effort. Almost invariably, it costs more to build up 
momentum again than it would have cost to sustain 
a steady, consistent drive. 

Is your “summer slump” necessary? 


An Adman Who Thinks Like a Salesman 


This fast-mover doesn’t know 
whet slump means. Thomas B. 
Adams made the _ story-book 
climb to president of one of the 
country’s top agencies, Campbell- 
Ewald, at the age of 38, less 
than two years ago. C-E handles 
Chevrolet among other accounts. 

Tom Adams got his basic train- 
ing as a radio copy writer nearly 
15 years ago. Then, as head 
of a field staff serving Chevrolet 


dealer associations in a number 
of cities, he learned selling from 
the industry that wrote the book. 
From this post he moved up to 
account executive for the Chevro- 
let used car account—a post that 
started from scratch after the 
war. 

Adams’ administrative abili- 
ties, combined with his other 
talents in preparation and pre- 
sentation, won him the top spot. 
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Salesmen Lose Summer Siestas, with . . . 


ne of the surest wavs to beat 
O i sales slump summer or other 
\ A confident 
sales force, buoyed up with the best 


wise, is through salesmen 


possible sales tools and advertising 
support—perhaps even given extra in- 
centives, for an extra push cannot 
help but make an impressive showing 
especially in summer, when tempera- 
ments ease like the weather, and ten- 
sions fold up with the electric blanket 

Before he even starts his planning 


yur salesman has the advantages of 


| nger, more pleasant days and a more 
casual selling itmosphere This com- 
bination of increased get-around 
ibility ind decreased resistance 
should mean much, much more poten- 
tial 

The rest is up to you If you'll 
really make 
on this summer susceptibility 


of falling into the 


an effort to capitalize 
instead 
summer-slump 
frame of mind, you may be surprised 
to find that summer is really a time 
for selling. Here are ten wavs to get 
tarted 


1, Plan early to give your salesmen 
special summer help. This includes 
not only specially slanted advertising, 
but updated sales tools and sales pro- 
motional material, checking past rec- 
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Steps to No-Slump Selling 


There’s no one closer to a sales slump than the salesman, 


who takes the blame, loses out financially . . . and is 


probably in the best position to do something about 


eliminating it—with the right kind of help from you . . . 


By WILLIAM J. TOBIN 


ords to anticipate seasonal difficulties 

Any salesman will have more en- 
thusiasm to pass on to his customer 
if you send him out with new, up- 
dated material on which to base a 
new, inspired presentation 
good time to freshen up your sales 
aids—from outdated statistics to old- 
fashioned physical appearance. Up- 
to-date figures on sales, industry and 
markets are already becoming avail- 
able from your trade associations 


This is a 


from Government agencies, chambers 
of commerce, newspapers and trade 
Theyre at their most 
impressive when they're hot 


public ations 


Get the good news about your 
product's summertime sales growth 
market acceptance, to customers and 
prospects just as soon as possible. A 
skilled sales promotion man can un- 
cover a dozen good talking points in 
just about any statistical tabulation 
Use the good news to ask for more 
market 
Where do sales records show 
your product winning new groups of 
buyers, penetrating new markets, find- 
ing new uses in the summer months? 
Your analysis of monthly market-sales 
statistics will provide you with the 


business Sell sales and 
trends 


answers. This is important news to 
your salesmen and your customers be- 
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cause it points the way to new selling, 
buying and profit opportunities 

Sales promotion and merchandising 
activity is especially important in slow 
Much of the material that 
you've used in other months of the 
year will work in the summer. Some 
will have to be re-vamped—other 
parts will require but slight modifica- 
tion 


seasons. 


2. Help our salesmen to make the 
most of summertime advantages—all 
the way from the seasonal specialties 
of your product to the extra potential 
of certain summertime prospects 

Just what are the many and varied 
uses salesmen and customers find for 
your product and services in the 
summer months? What new uses can 
you invent? New seasonal uses are 
constantly being discovered and im- 
provised, even for the most common 
of products and services. A minimum 
of research before the summer selling 
season will uncover those having an 
important hot-weather application—in 
time for your salesmen to make maxi- 
mum use of them in anti-slump sell- 
ing. These new discoveries will 
suggest still other ways to generate 
new selling enthusiasm and to exploit 
summer selling opportunities 


Encourage related-item selling. Tie 
sales of related items, that are some- 
what slower to move, to items with 
hot-weather appeal. Salesmen tend to 
neglect the slow movers and thereby 
lose-out on a lot of tie-in sales. This 
is a sales training challenge for sales 
management. What are the natural 
tie-in items to sell with the big in- 
demand summer items? And what are 
the possibilities for off-season prod- 
ucts? Northern city retailers sell bath- 
ing suits in the winter to city dwellers 
in the market for winter vacations in 
the South. Shoppers in men’s stores, 
purchasing summer apparel, are urged 
to buy overcoats on the lay-away 
plan Reason-why sales training will 
help salesmen sell more, logically re- 
lated items in periods that normally 
appear to be off-season but prove to 
be the reverse when creative selling, 
sales thinking comes into play 

There may be certain classifications 
of your customers that have special 
need of your products or services dur- 
ing the summer months. An extra sales 
meeting could pass this information 
to salesmen, give them the particular 
emphasis to take on such summertime 
prospects—build up their enthusiasm 
on a new tack 

At the same time, let 
know what to expect in customer diffi- 


salesmen 


culties during the summer season, and 
Com- 
mon difficulties antic ipated by a typi- 


how to handle such situations 


cal group of companies include 
drop-offs in quality of work . pro- 
duction snafus delays in process 
ing and shipping an increase in 
customer complaints improper or 
inadequate servicing of customer re- 
quests contusion caused by tem- 
porary summer replacements an 
increase in employee grievances due 
to stepped-up work pressures caused 
by reduced staffs. Figuring out ways 
your product can eliminate, or allevi- 
ate, these proble ms may suggest many 
a new way to start a profitable sum 


mer sales talk 


3. Make a special effort to inspire 
your sales force, with such extras as 
a sumer sales convention, contests 
increased incentives. For instance, a 
summer kick-off sales convention can 
suggest new ways to prospect—good 
any time of year but especially valu- 
able in raising flagging spirits at the 


start of a supposedly low season. And 
it’s a good time to rebuild company 
loyalty, so helpful to inspired selling. 

Special incentives, in the form of 
bonuses, higher commissions, will also 
make that extra summer push worth 
the salesman’s extra effort. Contests 
will bring the individual competition 
factor into stronger play. Sales in- 
centive houses are thoroughly experi- 
enced in these areas and are qualified 
to advise you about sales incentive 
plans and seasonal contests and prizes 
that inspire a maximum of new selling 
effort in the summer months. 


4. Train your men to extend the 
selling season. When salesmen sold 
anti-freeze in October instead of No- 
vember (the experience of one of the 
biggest oil companies), sales jumped 
17%. Where will an advance selling 
of fall business, this summer, help 
your salesmen sell more to more of 
their contacts? 

This will also give your men a fast 
start on their second 6-month sales 
goals, the high of the year in many 
industries 


5. Capitalize on vacation planning, 
both your salesmen’s and their cus- 
tomers, You may find that re-sched- 
uling salesmen’s vacations, wherever 
possible, will help keep them around 
Im a season when competitors’ men are 
off the job 

This is also a time to build on cus- 
tomers post-vacation good moods. A 
relaxed, refreshed individual is likely 
to be anxious to get back into the 
swing of business and may be more 
receptive to suggestions for investing 
his time and money in your products 
and services 

Don't let “Closed for the summer” 
signs fool you. “Ordinarily,” reports 
an observant salesman, “I would be 
licked, when telephoning for an ap- 
pointment, to have the sales contact 
tell me that the company was shut- 
ting down for a couple of weeks’ 
But,” he 
learned by chance that plants usually 
use this shutdown period for a good 
general main- 
tenance work. Some of the top brass 
is nearly always present to supervise 
the proceedings. This is a wonderful 
opportunity for a discussion of my 
products because these are the very 


vacation continued, “I 


house cleaning and 
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people I would normally call on and 
sell. Now I'm looking for plants clos- 
ing down on employees’ vacations.” 


6. Play on comfort as a selling aid 
(your salesman’s comfort and his cus- 
tomer’s). There are ways to beat the 
sales-lulling effects of summer heat 
waves. Customer-salesmen . bull ses- 
sions can be held in air conditioned 
restaurants and clubs. Open-air sell- 
ing is a natural sales-booster in the 
summer months because of the pleas- 
ant activities it usually accompanies. 
Urge your men to take customers 
golfing, to ball parks, on boat trips. 
It is a significant, and sometimes over- 
looked, business fact, that a fairly 
large volume of sales can be credited 
to fresh-air, summertime salesmanship 


7. Help your men to plan their time 
for increased contacts. With salesmen 
able to get around more easily and 
see more prospects in the clement 


longer days, you may find that 


stepped-up call ‘schedules and quotas 
(and sales! 
Scheduling more calls in the middle 


keep them on their toes 


of the week—Tuesday, Wednesday 
and Thursday—may enable them to 
catch and sell sales contacts who take 
long weekends 

Train them to make the most of 
their time by evaluating prospects’ 
Salesmen who take 
the time to plan their calls in ad 


sales px tential 


vance, who seriously attempt to qual- 
ify each prospect's ability to buy 
have more time for selling in the sum- 
mer months. Will the prospect be in? 
Is he the real Mr. Rightman? Can he 
make a buving decision now? When 
it is a group purchase, can the non- 
vacationers put the OK on the sales- 
man’s proposition? Will more _in- 
between calls, more stop-overs, make 
better use of traveling time? Just how 
long should salesmen wait? Trucking 
industry salesmen experimented by 
limiting waiting time to 15 minutes 
on summer calls and found sales bene- 
fited considerably. 


§. Utilize any possible leftover time 
with retailer training. You can profit 
ably re-direct the sales efforts of your 
salesmen in the summer months, par- 
ticularly if the “no-sale” signs are out 
in earnest, with a little advance plan- 

(continued on page 84 
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What's the li Slant 
For Your Winter Wares? 


Today’s sales chiefs have a new responsibility— 
beyond selling the products, they must often 
figure the products to sell. The entire diversifi- 
cation program is in line with beating sales sags. 


A sales chart only records — never 


explains — a seasonal sales slump. It’s 
up to management to figure out why 

and then take action to keep the 
sales curve smiling 

Many companies run hot and cold 
in their sales merely because the prod- 
ucts they manufacture have only lim 
ited selling seasons, or limited market 
appeal 
trend toward diversification, these 
manufacturers are finding reasons for 
keeping both plant and _ personnel 
busy year-round, and for building a 
company reputation in diverse mar- 
kets. New products add zest to a 
sales program, and more selling sea- 
sons to business. And a diversified 
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But in a rapidly expanding 


January 1, 


By ALAN BERNI 
President, Alan Berni & Associates, Inc 


line can keep profits building, instead 
of starting seasonally from a compara 
tive standstill 

Just where 
fit into such a program? 

Because so many jobs overlap, it is 
impossible to say whether the respon- 
sibility for any one thing lies with 
any one title. However, with in- 
creased sales the ultimate goal of 
every diversification step, the job of 
spearheading such a program lies 
with sales management. 

Sales directors, sales managers are 
the obvious ones to take the initiative 
in judging when a marketing situation 
points to .n expanded product line 
The responsibility goes on from there 


does sales management 


1960 


In this complex world of business, 
sales and marketing are inseparable 
from production. While there is no 
direct link between the two, each 
familiar with, and under- 
limitations and 


must be 
stand the 
aims of, the other 

Now, how does a marketer go about 
evolving an effective 
product diversification? 

First of all you must size up your 
company and its present facilities, 
determining what has been done in 
the past and what products have 
proved to be the most profitable 

The next move is to analyze your 
sales forecast and the plans for fu- 
ture expansion (continued on page 42) 


problems, 


program of 


Maybe it didn’t show on your calendar, girls, but we sure had a leap year at The Saturday Evening Post: 


Advertising revenue leaped over $97,600,000 ...$10 million more than last year! 
We had the biggest fourth quarter in history ...up 39 pages and $5 million over last year! 


330 new advertisers hopped aboard the Post in '59 to sell the Post-Influentials. These are the readers who 
turn and return to your ad page more than 29 million times each issue! 


Circulation jumped from 6,000,000 with the Feb. 14 issue to over 6,390,000 with the Nov. 21 issue! * 
In the first half, the Post outsold the other big weekly on newsstands by 2 to 1 and gained 
8 times more circulation! 


In paid-for, hard-money circulation (no arrears), the Sell the 
. Inft tals 
Post is the number-one general weekly Pest-tiuerticts 


with 
(ABC Publishers’ Statements, June 30, 1959)! nt 


Have a nifty sixty! (Bachelors, watch out for Feb. 29!) Ad Page 
4 Exposure! 


* Publisher's Estimate 
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Summer Slant for Your 
Winter Wares? 


continued 


If intra-« ompany expansion (rather 
han acquisition) is determined to be 
the answe!l 


designed and developed so that they 


then products must be 
meet the needs of the company s 
economic growth as well as fit within 
the limitations of its sales and pro- 
duction facilities 

Today you must begin selling at 


he ginning of the sales cycle 


be gil selling even before 
t idea has been conceived 
is no longer a matter of 

Se lling what already has been 
iced. The 


ui 
on focuses 


modern narketing op- 
iti m the consumer, her 
Thee ds I | I I ind 


i even more 


specifical] will buy in the 
sales department 

a level where the 
information exists and 
takes place sales man 

i kev position to keep 

m the constanth shifting 


important in the 

2 new product line. But 
important is the realization 
other things have changed 
things that 


itfect vour selection ot 


Ww vears 


oduct line 
different Househol 
different. Perso 


ire different 


remember that 


1) 
ld ideas ind 


( 
must begin with a 


ided bv research 


| 
plant and at 


manufacturer as an 
company that mav be 
thinking. A toy 
concentrates on two 
spring and fall, with peak 
retail selling periods at Easter and 
Christmas 
effort to 
Is a Vyear!' 
ind 


These lulls in the tov industry are 


iT expansion 
manufacture 


seasons 


concentrated 
there 
repetition of sales peaks 


Despite a 


correct the Situation 


unnecessary, just as they are unneces 
sary in other industries. During these 
periods the sales force works harder 
ind makes less—and millions of dol 
lars’ worth of production equipment 
lies comparatively idle simply be- 
cause the toy manufacturer considers 
himself to be a one product-line 
manufacturer 


It would take only minor adjust- 
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ments on 
change 


present machinery to 
many seasonal companies 
into profitable year-round operations 
The major adjustment comes in alter- 
ing the image that both the company 
management and the sales force has 
of itself. 

But a manufacturer is a manufac 
turer and a salesman is a salesman 

Toys, textiles or notions might be 
your specialty today, but, with the 
right attitude, 
could be on the profit side of a busi- 


tomorrow vou also 


ness as different as housewares or fur- 
niture. And, on the other hand, there 
is nothing to prevent the housewares 
or furniture companies from manu- 
facturing other lucrative lines. It's all 
a matter of decision 
With the sudden rise of imports 

Japanese imports that 
are beginning to threaten more and 


particularly 


more industrial ficlds, American com- 
being forced into fresh 
thinking and new markets. Instead of 
constantly complaining about foreign 


panies are 


inroads into American markets, Ameri 
can producers should study the meth 
ods and thinking that have allowed 
our competitors to make these eco 


Thome advan es 


& In 1959 Japanese exports to the 
U.S. exceeded $800 million as against 
$229 million in 1952. This is despite 
pressure from U.S. producers to clamp 
quotas on some of the more profitable 
products. Of course, many factors are 
involved but note especially the 
Japanese way of thinking. When the 
U.S. tightens one market, the Jap 
inese simply turn to another 

Because they must live or die by 
trade, the 
sitv, beating us at our own game 
With ingenu 
itv, small companies in the U.S. can 


Japanese are, out ot neces- 


the game of ingenuity 


grow rapidly into medium-size com 
panies medium size companies can 
grow larger. But there must be a 
willingness on the part of management 
to think big, and to think with open 
minds 

Once the decision has been made 
to think creatively along the lines of 


new product development, it is then 
time to bring together all of those 
elements that will play a part in this 
new production. This is important be- 
cause without a true marketing ap- 
proach even at the design level, a new 
product can hinder instead of help 
your sales and profit program 

While in the embryo, or 
stage, the product idea must have the 
elements of sales success built in In 


initial 


cubated in a climate of consumer pref 
erence, it must feature qualities de 
sired or needed by one or many 
publics It must have certain indi 
vidual characteristics that will make 
it unique in its own marketing area 
and then must be engineered to meet 
these demands in the most effective 
and economical way 

When the new product has been 
through engineering the 
shell of secrecy is broken and the 


perfec ted 


idea becomes a reality Now the prob 
lem is to clothe this idea in such a 
wavy that it will have every advantage 
of attraction in the marketing world 
The aesthetics of a product are just 
as important as its practicality if sales 
success is to be achieved 

Next, for a healthy and continuous 


sales growth, this product must be 


merchandised in a coordinated and 
dramatic way. The entire promotional 
plan must he coordinated so that 
every merchaadising device ind 
every advertisement tells the most im 
portant sales stor\ 

Once 


vision, a new corporate image begins 


management telescope s its 
to develop. A company can easily 
change its name to fit its new plans 
but it must also transmit the desired 
image to its vanous publics through 
everv avenue of visual communica 
tions 

Through the entire program must 
be felt the hand of sales management 
initiating and then guiding a market 
ing operation whose unity will cer 
tainly play a big part in its eventual 
long-standing success 

A company that is allowed to grow 
like Topsy can almost certainly ex 
pect a topsy-turvy future. © 


Future Sales Rating Board, 


Marketing Outlook—Long-Range 
and Immediate 
What will ‘60 have to offer in marketing opportunities? Why do 
the experts predict your biggest year yet? For a rundown by SM’‘s 
See page 68 


And what's the more immediate picture for you, city by city? For 
a forecast of retail sales for February, 
See page 78 
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Fancy vs. Fact on the Summer Slump 


You hove heard time and time again—so often that perhaps you ore tempted 
to become a believer—that for umpty-ump reasons the summer months are 
slow, and there's nothing much you can do abcut it. There are vacations, the 
heat makes people lethargic) accordingly, they buy spcringly. And that appiies 
to all consumers, whether of the household or the industric! variety. How much 
truth is there in the feeling that a summer slump is inevitable? That buying just 
naturally falls off when warm weather comes? Official governmert figures* tell. 


Fancy 
All you have to do is to study census 
figures. They'll prove that retail trade 
is off from mid-June through mid- 
September. 


I can't figure thet one out. Certainly 
people don't eat as much. then, or at 
least of things they buy in stores. 


Well i guess you've got me on food, 
but certainly the outside eating and 
drinking business is off during the 


summer. 


Okay, maybe you win on food and 
drink, but | know darned well the 
depm-nent store sales dry up, also 
sales of specialty shops. 


Well, you're talking about soft goods 
Hard goods really take it on the 
chin when hot weather rolls along. 
Brother—I'd hate to be in the appli- 
ance business in July and August! 


Well, I guess you win on retail sales, 
but I'm primarily interested in selling 
to industry, and you're certainay not 
going: to tell me that manufacturers’ 
sales are up to par in the summer 
months! 


I guexs we're just not average. Al I 
know is that our sales are off in the 
summer, and quite a lot of our cus- 
tomers say the same thing. Maybe 
we'd be better off if we tried harder, 
but summer to us has been pretty 
much of a marketing vacation. 


Fact 


That's what you think, Two years ago there certainly was a letdown in 
selling during the summer, and vet Bureau of Census figures show total 
retail dollar sales for those four months slightly above the yearly average . . . 
ard hold your hat now; July and August ranked fourth and second respec- 
tively as being the best of the entire year for sales of non-durable items! 


Oh, no! Well listen to this: The same Washington coytinuing census shows 
June us the best month for food stores, with July tied for second. 


Off? Well it just so happens that the two biggest months of the year are 
July and August in eating and drinking places, and as far as liquor is con- 
cerned, the stores do better than the monthly average in each of the fou 
summer mouths. 


Dry up, you think? July is better than average in department stores and 
to are August and September. July, in fact, is second only to December 
And in both men’s shops and women’s shops the summer averages equal 
or exceed the year average. 


So! Well let me tell you something. Next to. December (which is only a 
smidgeon ahead) Aujust is the best month of the year for appliances, T\ 
and the like. July also is above average, and of course even a skeptic like 
you will admit that summer is a good period for auto and gasoline sales 


I'll let you decide that one for yourself from just one statistic from the gov- 
ernment, Manufacturers’ sales averaged $26,239,000,000 a month in 1958 
when wi were having a slight recession: The four semmer months averaged 
$26,406,000,000. And this will surprise you: Only one summer month was 
below the national average, and that was June. So what's your comeback 
to that? 


That's it exactly. With relatively little effort as compared with otaer months, 
both retail and manufacturer summer sales are avtually up fractionally over 
other months. Think what a competitive edge you could gain over sleeping 
competitors if you went out and slugged for business this coming summer! 
We only mean keeping up average or normal pressure, but no letting down 
either with salesmen or with advertising. Instead of being among your 
poorer months, they well might be your best. 


* Sources; Retail Sciles, 1956, Bureay of the Census “Monthly Trade Report,” seasonally ad- 
justed, December, 1958; Manufacturers’ Sales from Survey of Current Business, February, 1959. 
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wild ae, 


...and cellophane’s “tailored protection” 
made the sale more profitable 


Protection, tailored to individual 
product needs, is just one of cello- 
phane’s unique combination of ad- 
vantages. 

Du Pont cellophane’s tailored pro- 
tection lowers the cost of a sale, be- 
cause the packager can choose from 
over 100 different types... gets—and 
pays for—only the kind and amount of 
protection his product requires. And 
he profits from the repeat sales as- 


sured by proper protection of quality. 
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In addition, Du Pont cellophane 
offers the proven sales power of pure 
transparency, unbeatable efficiency 
on high-speed packaging machinery, 
unlimited flexibility of design and 
vivid color printing. 


PROVE TO YOURSELF that cellophane 
can help “buy your market” at low- 
est cost. Ask your Du Pont represent- 
ative io give you all the facts. 


1, 1960 


e’s sold 


E.1I.du Pontde Nemours & Co. (Inc.), 
Film Dept., Wilmington 98, Del. 


U PONT 
cellophane 


* 


as 


12 Cases of Cured 


ie : 
Sum 
Problem . . . analysis . . . solution 
. . « here’s how 12 organizations, 
with products ranging from soup to 
TV antennas to Irish Whiskey, re- 
fused to accept the classic attitudes 
about summer, and with reshaped 
advertising and sales strategy, 


found there was no slump in sales, 


just a slump in summer selling. 


Advertising-Promotion 


Who likes ? 
Millions do 

The Campbell Soup story is a clas- 
sic in the whole problem of overcom- 
ing a slump in selling rather than a 
slump in potential sales. Early in the 
1950's the company set out to solve 
this psychological depression 


soup in the summer 


To be sure, some consumers were 
less eager for soup during hot weather 
than cold, but grocery trade interest 
in featuring soup during the summer 
months was at a disturbingly low 
level. Also, food editors of magazines 
and newspapers appeared to forget 
about soup from April to October 
Campbell's first steps were a series of 
research projects. Their objective: A 
comparison of summer and winter 
eating habits. 

Results showed that even on the 
hottest days soup was an important 
item in the diet of millions of fami- 
lies because soup was nutritious, 


quick to prepare and liked by nearly 
evervone. One of the most significant 
findings was the importance of the 
“soup and sandwich” meal in summer 
as well as in winter, both at home and 
when “eating out.” Apparently, here 
was America’s favorite year-round 
food combination for lunch or supper 

unexploited in advertising and prac- 
tically neglected in editorial writing. 

The magnitude of the trade oppor- 
tunity to merchandise America’s fav- 
orite light meal in the summertime 
was borne out by the fact that 57 mil- 
lion school children are home for 
lunch every day during summer vaca- 
tion. Forty-eight percent of these 
children eat lunch at school during 
the winter, which meant that grocers 
have the opportunity to sell almost 18 
million extra lunches every single 
summer day. The Campbell sales 
force did not miss the opportunity to 
tell this potential-value story to the 
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grocery trade in their sales calls. 

The knowledge gained by the re- 
search study opened avenues of ma- 
jor opportunity and all that remained 
was to translate the knowledge into 
an effective marketing program. 
Campbell’s executives and its adver- 
tising agency (BBDO) conceived two 
integrated advertising, merchandising 
and publicity campaigns. The prime 
one was labeled “Soup ’n Sandwich” 
and the second, “New Ways and New 
Times.” 

A “reason why” line was given ef- 
fective importance and new meaning 
in the Soup ’n Sandwich campaign: 
“Every Cool Summer Meal Needs 
One Hot Dish.” Copy variations of 
this basic line suggested that “Good 
Hot Soup Makes Cold Foods Taste 
Better.” The Soup ’n Sandwich cam- 
paign was bold and comprehensive— 
three months long and supported in 
several of the major national maga- 
zines and two network TV shows 
The campaign which featured New 
Ways and New Times was confined 
to a few distinctively different ads 
inserted at various times into the print 
schedule. They actually became a 
spicy spearhead to summertime pub- 
licity on soup. Featured were: “Soup 
on the Rocks,” “Chilled Soups,” “Soup 
Shakes,” and “Soup in Mugs.” While 
the campaign featuring New Ways 
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and New Times sparked an unusual 
amount of conversation and publicity 
different quarters, the 
Soup ‘n Sandwich promotion offered 
the real opportunity for sales volume 


from many 


Campbell gave grocers a timely pro- 
motion with healthy tie-in sales 
Coincidentally, the Wheat Flour 
Institute established “August Is Sand- 
wich Month,” claiming that 90 mil- 
lion sandw iches 
day. Naturally, 


major 


were eaten every 
Campbell became a 
participant in this huge mer- 
chandising activity, along with ne arly 
100 tie-in compar.ies 

In the few years since the incep- 
tion of the Campbell Soup ‘n Sand- 
wich promotion, trade displays have 
doubled 
super market operators tie in, and the 
number of displays, even in the large 
retail outlets, is constantly 


Additional 


soup during the summer has also been 


Each year, more and more 


increasing 
important attention to 
reflected in the increased publicity 
soup now receives from home econo 
mists, newspaper and magazine edi 
tors, food columnists, etc 
Soup has proved popular as a part 
eat- 
ing—the growth of patio or backvard 
cookouts. Campbell has helped pro- 
this 
served in mugs, 
thermos bottle, and used as a barbe 
Future plans call for an 
expansion of advertising and promo 
tional efforts in this 
All of this 


vertising support given to this specifi 


of the latest trend in summertime 


mote usage by stressing soup 


carried along in a 


que sauce 


irea 


the strong ad 


activity 
popul ir summertime eating theme; the 
increased attention given to this idea 
by food columnists, home economists 
etc.: and the trade’s ever growing en 

iasm tor supporting the soup and 


ymotion theme—has re 


e 


Soup on the Rocks! © 


Once a Jay 


CAMPBELL’S attack on the summer 
slump included series of food tie-ins. 


every day SOUP! 
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sulted in rewards all along the line. summer, not just from soup alone, 
The Campbell sales force has hadbut from all of the many varied prod- 
something tangible and exciting toucts that go into sandwiches. Camp- 
sell to the trade during the summerbell and the grocery trade now realize 
months; the trade can plan on thisa healthy relationship of summertime 
promotion for an extra sales potentialsoup sales to total soup volume. 


Kaiser Aluminum & Chemical Cor 
poration’s recipe for beating the sum- 
mer sales slump was a cookout con 
test for men! 

Just recently Kaiser ran off its first 
Annual Kaiser Foil Cookout Cham 
pionship and found the result so ap 
petizing the sales seasoning so enti 
ing, it is now laying plans for a 
second 

Out of its first “For Men Only” 
cookout, the company learned that a 
downward trend of sales for house- 
hold foil during the warmer months 
Taking foil out 
family, 


inevitable 
the 
set of uses for the versa 


not 
with 
whole new 
tile product. Sales took a pleasant 
upward turn when Kaiser promoted 
foil for outdoor cooking 

“We trying to 
out,” Eugene C 


was 


doors. revealed al 


level sale Ss 


Robertson, in 


aren't 
Savs 
charge of sales promotion and adver 
tising for the Consumer Products Di 
vision, “we're attempting to bring the 
low consumption periods up to the 
high ones ~ 

In 1958 


began 


Kaiser's marketir g 
wrinkling its collective 


over the uneven sales line, the 


when 
team 
brow 
team discovered consumer foil sales 
shot up during the period that in 
cludes Thanksgiving, Christmas and 
New Years Day Sales 
jumped 50% above the average of 
ny other 2-month period during the 


actualls 


year 

wants to admit 
that his product must have a summer 
a case like Kaiser's 
an admission means grocers reé 
stacks 


receptive to ideas for promotion 


No manufacturer 


sales slump In 
Suc h 
aren't 

And 


they aren't apt to give extra display 


fuse out floor 


to put 


space or mention in their advertising 

Kaiser knew its foil had a 
round-usage potential. But 
left to their own 
been imaginative in finding 
the old tried-and-true 
They had learned to use foil in 
the heavy holiday cooking sprees, for 
gift wrapping, ornaments, for protec 
tion of food in the deep freeze or 


year 
home 
makers, devices 
hadn't 
uses beyond 


ones 


, 1960 


But the company knew 
there were hundreds of other uses 
Kaiser's first attempt to 
consumers in buying and using more 
foil in July and February and April 
as well as in November and Decem- 
ber, came about in 1958. At that time 
the company ran a summer outdoor 
promotion on a limited scale, 
some additional advertising and offer- 
ing, through point-of-purchase, a pre- 
mium—a Tiki Torch for 
in a box top deal. It was a modest 
test but it made its point Sales of 
foil would react to a promotion with 
And from. that 
came Kaisers de 
cision to associate quilted foil with 
living cooking 


retrigerator 


interest 


using 


outdoor use 


an outdoor theme 


straw-in-the-wind 
outdoor and 
1959 

As “een for the Kaiser 
out ¢ 


during 


Foil Cook 


ampionship got under way, it 
that 

launch a 
large enough to excite grocers to the 
fever pitch Kaiser wanted. Kaiser de 
cided to invite partners into the pro 


manufac- 
promotion 


bec ame o 
couldn't 


v1I0UsS one 


turer 


A HEAVY CAMPAIGN of advertising- 
promotion led up to Hawaii Cookout. 


6 time-shorteners 
(for Capital V. I. P.’s only!) 


1. Time stands still when you take that first bite of 


filet mignon—cooked just the way you like it on 
every Capital V.I.P. Flight! 

2. Your glass of chilled champagne helps make minutes 
bubble away. And happy thought: it’s all on the house! 
3. If you must work, Capital will help you get chores 
out of the way quickly, painlessly! 
“Dictet” tape recorders are provided 
for all of our businessmen V.I.P.’s! 


4. Four Rolls Royce jet-prop engines whisk (and 
whisper) you to New York. Chicago, Washington 
or Detroit quickly, quietly, in solid comfort! 

5. For the lady V.I.P.’s—a shower of flowers when 
they come aboard the jet-powered Capital Viscount! 
6. And after you land, there’s no maddening wait for 


your luggage! You’re off the plane 
s and out of the airport, quick as a 
a sta wink! Did time ever fly so swiftly? 


AIRLINES 


Offering more jet-powered service to more 
eastern cities than any other airline 


motion. About 125 manufacturers, 
selling through food markets, were 
sounded out on the plan. From these, 
ten manufacturers, whose products 
and promotional thinking fitted into 
the outdoor theme, were signed. The 
ten were: Del Monte, Carnation, Siz 
(a fire starter), Adolph’s (meat ten- 
derizer), Gebhardt’s Arot dog sauce), 
Campbell's (beans), Best Foods, 
Squirt, Hills Bros. Coffee, and SOS 
Del Monte and Carnation were the 
two major contributors with Kaiser. 

Kaiser's Robertson and William 
Reilly, v-p of the San Francisco office 
of Young & Rubicam, and Kaiser foil 
account supervisor, handled the de- 
tails. Kaiser picked up the bills, 
charged its partners in proportion to 
participation 


& The program got off with a double 
spread, full-color ad in a June issue 
of Life. A foil-covered insert, contain- 
ing 28 pages, “How to Become a 
Cookout Champion—Win with These 
New Bar-B-Tricks,” contained hints, 
recipes and the advertising of Kaiser 
and its ten partners. The ad was the 
largest of its type ever published by 
Life 

The spread was shared equally by 
Kaiser, Carnation and Del Monte 
these three participated in a major 
way in the how-to-do-it booklet. The 
other partners bought participation to 
the extent of two pages each in the 
booklet. All the partners used other 
tie-in advertising on their own. And 
Kaiser ran trade and regional con- 
sumer ads, had five commercials 
about the cookout on its “Maverick” 
TV show. For point-of-purchase ma- 
terial, the major display was split 
three ways, to feature the products 
of the three largest contributors to 
the program. The other eight bought 
participation in the P-O-P kit. 

Basically, the cookout was a recipe 
contest. Male backyard chefs were 
invited to submit their favorite Bar- 
becue recipes. Deadline was August 
31. Prizes were $10,000 in cash and 
four jeep station wagons 

The final 25 contestants—selected 
by the home economics staff of Reu- 
ben H. Donnelly—to be featured in 
the cookoff, were flown to Hawaii 
With their wives they were Kaiser’s 
guests for a week. On November 14 
they went to work at 25 grills at the 
world’s largest barbecue party 

Judges were four of the nation’s 
top food editors and Stan Musial, 
baseball great and St 
rant operator 


Louis restau- 


A week after the Life ad appeared 
a survey was made. It showed that 
one million families remembered the 
booklet insert, removed it or planned 
to do so Rec ipe entries were well up 
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to Kaiser’s expectations. And grocers 
responded enthusiastically. More than 
18,000 stores featured point-of-pur- 
chase material. 

And sales? Results for the promo- 


tion period were well above antici- 
pated inovenses. So much so that the 
Second Annual Cookout Champion- 
ship will certainly be part of Kaiser 
foit's 1960 sales promotion plans. 


‘The Nestlé Co. 


Sales Promotion 


Sometimes the best laid plans, etc., 
and if these plans include the 
American housewife and her use of 
your product, your advertising and 
promotion can't be too emphatic or 
too correctly timed if you want to in- 
fluence her behavior. Take the case of 
The Nestlé Co. and the summertime 
drink called Quik, made from a choco- 
late mix, introduced in 1948. 

Quik, originally, was aimed at in- 
creasing the company’s summer sales 
(Many of Nestlé’s other products—in- 
stant coffee, instant tea, chocolate 


bars, hot chocolate—have strong win- 


ter sales.) But the housewife wouldn't 
do as she was “told” and often used 
Quik for hot drinks in winter as well. 
Soon Quik’s sales were hitting a peak 
in winter, just as all the company’s 
other products. Nestlé then realized 
that Quik was a year-round beverage 
and timed its promotion accordingly, 
pushing summer hard with coordin- 
ated promotion and advertising. 

An inexpensive “idea” promotion, 
combined with hard selling, success- 
fully boosted the product's summer 
sales. Large, attractive point-of-pur- 
chase displays tied Quik in with other 
products. John Fairgrieve, general 
sales manager, chocolate products, ex- 

lains that the promotion was relative- 
f inexpensive for Nestlé, yet attrac- 
tive to retailers and consumers. 

In emphasizing that this was an 
“idea” promotion, Fairgrieve points 
out that Nestlé did not resort to al- 
lowances or other types of more costly 
deals or “souped-up promotions” in- 
volving cash payments to retailers 
The Quik summer promotion succeed- 
ed because Nestlé’s salesmen con- 
vinced retailers of the “newness, at- 
tractiveness and high profit” they 
could realize by displaying Quik with 
a variety of other products. Some pop- 
ular tie-in items were ice cream, club 
soda, cookies and potato chips. 

The promotion featured three uses 
for Quik: (1) regular—with milk, (? 
soda—with club soda, and (3) float 
with ice cream. 
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Joiats 


NESTLE redoubled its 


store-display 
efforts to make Quik a summer drink. 


By 1958 the company had evolved 
a strong national campaign featuring 
attractive displays and _ tie-ins. Al- 
though Nestlé doesn’t disclose sales 
figures, it is evident that the results 
were quite satisfactory. As Fairgrieve 
puts it, the Quik summer promotion 
is a “necessary, continuing part of our 
selling effort.” 

Nestlé salesmen began selling the 
promotion to retailers about June | 
They sold the retail buyer on the total 
profit he could expect to realize from 
a Quik display tied in with several 
other high-profit products. The sales- 
men emphasized the new, different, 
attractive and profitable aspects of 
such a summer } ro No cash or al- 
lowance was offered to the retailer. 

The entire campaign was backed up 
by spot television advertising. Accor« 
ing to Fairgrieve, the ad budget for 
Quik was “somewhat higher” in the 
summer of 1959 than in previous sum- 
mers. 

Nestlé’s headquarters channeled 
statistical data to the regional man- 


Retail Sales Gain 


1958 over 1954 


Census of Business 


(preliminary report) 


Automotive Genera! Tota! Retail Drug So'es Food Sales Appore! Furniture 
Merchandise Soles 


1958 business census confirms 
Oklahoma City’s fast growth 


Oklahoma City was confirmed as reports of Department Store Sales 


one of the nation’s fastest growing indicating retail sales for 1959 will 


cities in the figures of the 1958 Census 
of Business. Oklahoma City showed 
increases in every category of the re- 
port and was second only to Houston 
among Metropolitan areas in the 
southwest in percentage of gain in 
total retail sales. 

Total retail sales were recorded at 
$573,026,000 for Oklahoma City in 
1958, according to the report, mark- 
ing Oklahoma City as a more than 
half-billion dollar market 

That the growth pace continued in 
1959 is shown by Federal Reserve 


top the $600,000,000 mark. 

Are your sales in Oklahoma shar- 
ing in this rapid growth? Get growth 
in your sales with a solid selling cam- 
paign in The Daily Oklahoman and 
Oklahoma City Times. 

These newspapers give you a daily 
combined circulation equal to 54.1% 
of the households in their prime 58 
county marketing area of Oklahoma 
where 68% of the state’s retail sales 
are made, Sunday circulation cove-s 
47.4% of the households in the same 
wide area. 


ion Growing, 


959, Pub isher $ Statem 
1 


ween THE DAILY OKLAHOMAN 


tote! Sundoy 740,753 Up 5,085 


tee ylation with the 
= sverage compared yeor 
ove 
ain months ae the previovs 
same pero + to ABC avait 


*sub\e¢ 


Circulat ent® shows 


combined circul 


Published by The Oklahoma Publishing Company Represented by The Katz Agency 
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agers to back up their selling. Indi- 
vidual regions and districts had wide 
flexibility in selecting the other prod- 
ucts which would be tied to the dis- 
play. Some salesmen suggested Quik 


displays with completely unrelated 


at that time. Some even in- 
cluded mops and brooms. 

Regional and district managers also 
had wide flexibility in using contests 
and other incentives for motivating 
the salesmen. Vacations were no par- 


to move 


big accounts were always covered by 
an assigned salesman or his substitute. 

It now appears fairly certain that 
retail grocers will be displaying— -and 
selling—Quik for their own profit and 
Nestle’s more than ever in the summer 


items that the retail buyer was anxious ticular problem, said Fairgrieve, as the of 1960. @ 


10-lb. Power Handle in seconds 
Toro {Aanufacturing Corp. In 1958 Toro brought out the 
Whirlwind with “Wind-Tunnel” de- 
sign, a 3-season product It vacuum- 
cleans the lawn in spring, cuts and 
bags clippings in summer, and 
mulches or bags leaves in the fall. The 
Whirlwind’s vacuuming action makes 


Diversified Line 


In the power mower industry, sales lion developed products with vear for better summer mowing because it 
rmall sprout with the spring grass 
Although last 


in mid-summer 
ur’s sales reached 4.2 million units, 


round appeal 
Initial major cropping 
Handle, Toro’s first product for the 
100,000 in 1946, few with vear-round use 
marketers could boast that they were 1955, it now 
selling their products when the grass Toro’s consumer line sales 
is highest—late summer and fall Che Power Handle is a 3-h.p. “lift 
Manufacturing Corp., how- off” engine with control handle, a 
registered a 54% 


this period 


“freezes” the grass upright for closer 
A Whirlwind rotary: unit 
Handle was added 


} ' 
ind ce success Was the 


Power Power 


Introduced in earlier this year 


accounts for 22% of 


ympared with 

Follow-up sales had been unheard 
of in the industry, savs Robert Gibson, 
Toro’s vice president for sales and 
dealers sell the 
follow in winter with 
Hound, a snow removal 


advertising. Now, 
Power Handle, 


a snow plow in winter, a the 


sales increase 
Diversification 


single unit that can power a mower 
In summer, Snow 
season promotion and year-round tiller in spring and a generator, aera unit 
hel ped the company kill tor, 
iff-season sales droop Toro, with 
ual sales last vear of over $18 mil 


and in spring with the garden 
tiller. Other tools are sold throughout 
through. There are now 11 separate the vear 


These 


lvertising pump or sprayer the year 


units that can be switched onto the developments have 


helped 


Greensboro- 
OF THE NEW SOUTH’S MARKETS 
15th in Total Retail Sales 


Quickest Route to Automotive Sales 


Greensboro’s automotive sales stand out 


in the NEW South’s top 25 markets, bumper 
to bumper with Charlotte, Chattanooga, Knox- 

ville and other key markets. Drive for greater sales 
via the Greensboro News & Record—the only 
medium with dominant coverage in the Greensboro 
Market and selling influence in over half of North 


Over 100,000 circulation daily; over 400,000 


Greensboro, Ist Market 
in the Carolinas, 
79th in the Nation 


Carolina. 
readers daily. 


Write on company letterhead for “1959 Major U.S. Markets Analysis’’ Brochure of all 292 Metropolitan Markets 


Greensboro News and Record 


_ GREENSBORO, NORTH CAROLINA ® Represented Nationally by Jann & Kelley, Inc. 
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what's all this stuff about 


Don't tell me you know how to 
turn the buyer's problem into a 
sales advantage for your clients 
All right, let's have it 


Come clean, Uncle Schuyler, isn't 
that just a slick sales approach ? 


~m,.. 
Now let me see if I've got this 
straight. First you send your 
“Ditch Diggers” into the field to 
find out who has to be sold and 
what they need to know about 
a product 


1 get it! Soon, most of your clients’ 


prospects are better informed. This helps 


them make sounder buying decisions, 


and it sure sets them up properly 


for your clients’ salesmen. Why, that’s 


as easy as taking candy from a baby! 


NOTE: The model is the No. 2 child of Bill Brown, 
Production Manager, The Schuyler Hopper Co. 


The Schuyler Hopper Company 
12 East 41st Street, New York 17, New York * LExington 2-3135 
“Ditch-Digging Advertising”’ that Selis by Helping People Buy 


nee. v 8. Pat ore 


eS haf ; 


What? You mean men who spec- 
ify industrial products really 
need more good information 
about products offered for sale? 


> 


if 


...then you use advertising to 
give your potential customers the 
information they need; thou- 
sands of them; fast and often. 
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lengthen the Toro sales season, David 
M. Lilly, president, feels, but leave 
the basic problem of future business 
growth and profit insurance unre- 
solved 

To provide for these aims, Toro 
seeks to add an entirely unrelated 
product. Developing it internally 
would be too costly, so the company 
plans to purchase a going business 

In pursuit of this objective, Toro 
has set up a product diversification 
committee comprised of Lilly, Gibson, 
and two other top Toro executives. 

Product diversification, however, is 
only one of several phases of Toro’s 
program to round out the year’s sales. 
Year-round advertising and off-season 
promotions help promote the estab- 
lished Toro line, the most complete 
in the power mower field. 

In August, Toro opened a major 
advertising program in 16 trade pub- 
lications. Together with fall consumer 


PORO 


TORO sells mowers and attachments in 


summer, fall, winter as well as spring. 


The New Yorker 


Sales Promotion 


The New Yorker is the leader 
among general magazines in yearly 
total of advertising pages, but it has 
felt the need to wage an intensive 
campaign to get its summer issues to 
carry their share of the yearly billing 

If July and August did their part, 
these two months would carry one- 
sixth of annual volume. But only one 
category — liquor — contributed even 
10% of the 12-month total. Travel, 
hotel, and resort advertising came to 
only 7.99%. 

Though August has improved in 
recent years, The New Yorker says, 
“July still qualifies as the lowest 
month.” 

For the past five years The New 
Yorker's sales staff has been doing 
something about the melting ad 
revenue in July and August. The 
magazine tells advertisers that “It’s 
always open season in The New 
Yorker.” 

One sales presentation emphasizes: 

“People live just as actively 

during the summer.” 

“People do buy merchandise 

during the summer.” 

“People do read magazines in- 

tensely during the summer.” 


It is a fact that ee store 
sales are higher in July and August 
than in January and February. Among 
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37 retail classifications that do one- 
twelfth or more of the year's sales in 
August, The New Yorker mentions 
women’s and girls’ clothing, furs, 
children’s shoes, various household 
products and appliances, luggage, and 
auto batteries and tires. 

As for readership: July-August 
magazine circulation figures dip only 
1.1% from the year’s average. Sum- 
mer advertisers get greater “visibility 
and attention” and “impressive re- 
sults.” 

The New Yorker arms its sales 
people with plenty of specific docu- 
mentary ae of sales results 
from summer advertising. It does this 
in categories such as: books, candy, 
fountain pens, Hi-Fi sets, housewares, 
smoking accessories, travel, and 
women 5 wear. 

But «& ict more needs to be done. 
The lighi-hearted New Yorker quotes 
some scbering statistics to emphasize 
the point 

After liquor, the relatively strongest 
July-August classifications in The 
New Yorker in 1958 were passenger 
cars and vehicles, with 9.81% of their 
full-year billing; toiletries and toilet 
goods, 9.41%; food, confectionery and 
soft drinks, 7.40%, and several groups 
of apparel, 7.02% 

Lowest ratios—each doing 1/25 or 
less of their year’s advertising in this 
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advertising — another industry first — 
this accounted for an important part 
of the company’s 1958-59 budget. 

In September and October, Toro 
ran a “Money Grows on Trees” cam- 
paign to show dealers that falling 
autumn leaves can mean additional 
sales. This campaign featured a free 
consumer offer. 

Purchasers of Toro’s Whirlwind 
rotary received free two “big bags” 
with mounting rods, receptacles for 
vacuuming five bushels of leaves a 
minute. Dealer displays and mats tied 
in with consumer advertising. By the 
third week of the on ge 20,000 
big-bag kits had been shipped to 
dealers. 

What's in the future for Toro? 
More products, more promotion. Says 
Lilly: “Our industry will grow at least 
50% between now and 1965 and it 
is the aim of Toro to participate to 
the fullest in this expanding market.”@ 


2-month period—were household fur- 
nishings at 4.01%; men’s apparel, 
3.60%; radios, TV sets, phonographs, 
etc., 2.81%, and wine, 2.54% 

But a lot more still needs to be 
done. 

A Sales Management questionnaire 
recently stirred Douglass W. Lawder, 
The New Yorker's advertising man- 
ager, to put SM’s questions to all of 
his advertising sales people. 

One question was: “If manufactur- 
ers were convinced that the summer 
slump can be licked, do you believe 
that they would place more advertis- 
ing during the summer months?” 

All but one of the salesmen on 
manufacturers’ accounts replied Yes. 


The lone exception is a man who 
concentrates largely on distillers. But 
another, who works on liquor and 
other accounts, points out that Grant's 
Scotch, Paddy’s Irish whiskey, Plym- 
outh gin and Ruffino wine were “per- 
suaded to use summer issues to de- 
velop brand images.” A third says 
that “such Scotch advertisers as 
Buckingham, McKesson & Robbins 
and Black & White have reversed 
their previous philosophies and now 
run advertising during the summer 
months.” 

(In the following “case” report, SM 
shows that the Whiskey Distillers of 
Ireland won response from stepped- 
up insertions last summer.) 

A travel advertising salesman cites 
air and steamship lines, Latin Ameri- 
can and European countries, and 15 
New York and 19 out-of-town hotels 
which advertise in summer in an ef- 
fort to “build a year-round business.” 

In addition to several air lines and 
hotels, another salesman mentions in 


“To inspire more and better suggestions, 
we use sound movies we make ourselves...” 


says Fred Denz, Manager, Suggestion 
Plan, Remington Rand Division of 
Sperry-Rand Corporation. 


“We fiim many new efficiency-producing 
methods submitted as suggestions from 
our various plants and offices. We show 
these suggestions in use and add our own 
sound to the film—narration as well as 
sound effects. The most efficient way I 
know to do this is with this unusual 
Kodak Pageant Projector. It records 
sound on film, lets us change or correct 
the narration if we want to. (It also 
shows good, bright movies, and hasn't 
needed repair in three years of hard use.) 

“We show our movies to manage- 


Kodak Pageant Projector ) EASTMAN KODAK COMPANY, Dept. 8-V, Rochester 4, N. Y. 


ment, supervisors, employees. When 
they see how easy some valuable sugges- 
tions look, they're inspired. New, effi- 
ciency-improving suggestions roll in. 
And at a very low cost.” 

The projector Fred Denz talks about 
is the Kodak Pageant 16mm Sound Pro- 
jector, Magnetic-Optical. With it you can 
add sound to or update any 16mm 
movie. You can change sound any time 
...to fit different audiences for sales 
movies, for example. You can even add 
foreign language narration to a film with 
no costly problems. 

Mail this coupon today for detailed 
information about this Kodak Pageant 
Projector. 
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EASTMAN KODAK COMPANY 
Dept. 8-V, Rochester 4, N. Y. 


Please send me the literature checked 
below. | understand no obligation is 
involved. 

[_] V3-44 beoklet describing Kodak 
Pageant 16mm Sound Projector, Mag- 
netic-Optical 

(] Reprint of “Make Your Own Movies,” 
describing the Fred Denz procedure 
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his list of 11 consistent summer ad 
vertisers De Beers diamonds, Philip 
Morris cigarettes, the Philadelphia 
Bulletin and TV Guide magazine. 
Some schedule on a 
“cvcle basis, requiring regular inser- 
tions throughout the year,” says a 
re presentatiy e 


cosmetk 


advertisers 


who concentrates on 
ind perfume accounts. But 


The headline of an advertisement 
last July asked: “Is it worthwhile to 
advertise in the summertime?” 

On a couponed “summer reading 
report torm ‘ Ameri ans were to make 
an “X” to tell the Whiskey Distillers 
of Ireland, in Dublin, that they had 
read this ad 

At some inconvenience and cost to 
air mail 15 cents, surface 


2.000 of 


themselves 
S cents 
them did 

In fact, reports Donal Scully, di 
rector of the Irish Export Promotion 
Board, New York, which 
this campaign more than half of them 
ilso wrote letters 


post urds 5 cents), 


conducts 


Manv of the letters apparently were 
inspl ed both by the product and the 
advertising CO} by Weiner & Gos- 
sage, San Francisco agency) 

Said the “We were told 


never to advertise in Dead of Summer 


cop’ 


wished to throw our 
out into the street.” But, “Even 


ul) are gone away surely you will 


unless we 


la soon and when you 
1 stack of journals and 
ne among them and present] 
1 will open it and eventually arrive 
this ver page 
] 


] } 
iil Mane 


and it being a hot 
a tall glass 
something with a burnished, em 
phatic frish Whiskey 
Since September: 
whiske 


vourself 


1958 the Irish 
Ca Dy ign has been appear 
ing every month in The New Yorker 
vhich Scully calls “our keystone’ 
The Reporter Saturday review 
Sports Illustrated and The Wall Street 
Jour i 

[The Irish, being a perverse lot 
actually ran six New Yorker insertions 
in the third « 


igainst < nly 


wr summer quarter of ‘59 
three in the second 
juarter and three in the fourth 

The board's $210,000 annual 


budget to promote whiskey here is 


matched by the combined expendi- 


tures of the distillers. Thus Irish 
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these and others in this classification 
find their sales “fairly regular through- 
out the vear.” One advertises in every 
season in direct ratio to that season's 
sales. 

An auto specialist shows that 
nearly all of his accounts advertise 
the vear-round. Others find “summer- 
time consistency” in hosiery, blouses, 


IT WORTHWHILE TO ADVERTISI 
IN THE SUMMERTIME? 


THE CANNY IRISH got top readership 
in ‘Dead of Summer.’ And coupons, yet. 


whiskey advertising still totals less 
than $500,000. Scotch in the U.S. last 
year got $7.5-million advertising sup- 
port. But Irish sales have been only 
60.000 cases a vear here, as against 
6 million of Scotch 

Research 1954 
showed that Irish-Americans did not 
favor Irish whiskey over other types 


(conducted since 


of beverages, mainly because they 
“tend to follow the local practices and 


habits.’ 

The advertising, however, seems to 
have started an Irish uprise: In the 
first nine months of 1959, Scully says, 
Irish whiskey sales here gained more 
than 50% from the like period of 
195% 

‘ people are ‘talking Irish 
whiskey, too: The campaign’s first 14 
months drew 30,000 letters 
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sportswear and sleepwear; in diversi- 
fied groups ranging from paper and 
silverware to dictating machines and 
car rentals, and from foods, drugs, 
cameras to an investment house. 
One salesman reports: “Belgian 
shoes promoted inexpensive flats and 
play shoes all through the summer 
months—and were very successful.” 


After considering several agencies 
known for their copy, the board chose 
Weiner & Gossage. This agency re- 
ported: 

“You have a product that has an 
emphatic flavor.” The flavor should be 
presented in “realistic terms.” The 
campaign also would “build a new 
image of Ireland . . . instead of senti- 
ment and bathos [it would] cultivate 
lively interest and meaningful con- 
jecture . . . in short, involve Americans 
in Ireland and Irish whiskey.” 

In its early years the campaign 
should be directed at “(1) those ke 
can afford it, and (2) the taste-makers. 

“Fortunately these groups coin- 
(In them, says Donal Scully, 
are management, marketing, and ad- 
vertising people, journalists and 
broadcasters, lawyers, doctors, educa- 
tors, etc.) “They are unusually verbal,” 
with “resources for disseminating 
their opinion 

“Because distribution of Irish 
whiskey is national .. . if thin,” the 
agency added, “advertising should be 
national.” 

To look “important,” all ads should 
be full page. None should be re- 
peated: “Tt is, we think, far better to 
give the whole cake to a comparative 


cide.” 


few than a crumb to evervone.” And 
if the ads are “new and fresh and 
interesting,” many would “read every 
word.” 

Ad No. 1 came in four weekly in 
stallments. It was titled: “Has Ireland 
Been Led False by a Baked Brazilian 
Berry?” The “berry” referred to the 
Irish Coffee craze, of which the dis 
tillers were dubious. They wondered 


“Have we sold our birthright for a 


mess of coffee pottage:? And money? 
And, indeed, should they? 

On respective “Pride” or “Profit” 
coupons, readers were asked to write 
their opinions to P. O. Box 186, 
Dublin. They would receive a Pride 
or Profit badge 

One ad showed nine Irish whiskey 
brands distributed here: Dunphy’'s 
Original Irish, Gilbey’s Crock 0’ Gold, 
John Jameson, John Locke, Murphy’s, 
Old Bushmill’s, Paddy, Power's Gold 
Label and Tullamore Dew 

For the writing one could get a 
portfolio of a vear’s ads on heavy 
stock. Sorne others in Vol. I include: 


“So you sold engineering, huh?” 


“WHAT ABOUT PURCHASING?” 


“Don’t you know that when you sell the engineer but neglect the 
purchasing agent you've done only half the job? Remember, getting 
our product approved is not the same as getting the business.” 


The purchasing agent has the final responsibility of deciding which 
approved products will actually be purchased, and in what quantity. 


The most effective way to help your salesmen make this critical 
second half of the sale is to advertise regularly in PURCHASING, the 
methods magazine that for 44 years has helped industrial buyers in 
all phases of their work. This is the magazine they read for trends, 
interpretation of the news, and for ideas on systems, inventory con- 
trols, legal aspects of purchasing, and such important techniques 
as value analysis. 


Purchasing agents in the manufacturing industries spend, on the average, 52¢ 


PURCHASING macazine 


4 VER-MAST PUBL ATION 


out of every incoming sales dollar ... And in better than 3 out of 4 cases the 
. 9 ’ » PA selects the supplier 
205 East 42nd Street, New York 17, New York = PI 


the methods and news magazine for industrial buyers 
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Mr. Vice-President 
in Charge of Sales: 


You have set your course for a bigger 
1960. 


Your salesmen have been alerted. 


There is just one more thing you can 
do to INSURE RESULTS. 


Implement your plans for increased 
volume by giving your men the Tools 
—"SELLING TOOLS” with which they 
will build it. 


Yes! a unique and entirely different 
Program called “SELLING TOOLS”— de- 
signed by one of the oldest sales con- 
sulting organizations (serving industry 
since 1919) is available to you. At least 
it is cvailable for your inspection with- 
out the slightest obligation. 


Your men will actually go to work with 
a new “SELLING TOOL” every week, 
(dramatized as a tool) PRACTICING 
WITH THESE TOOLS to get a few more 
of those difficult sales that need a little 
extra EFFORT or STRATEGY. 


We are proud to say that our list of 
customers looks like a list of “Who's 
Who” in American Industry 


May we present our unusual “SELLING 
TOOLS” Program to you? We will do it 
by mail, if you so desire. 


We feel assured that it will help al! 
salesmen on your staff, even your top 
performers, to increase their sales po- 
tential during 1960. 


With our Compliments of the Season. 


Yours very truly, 


JOSEPH LUCHS AND S)AFF 
6701 N. Broad Street 
Philadelphia 26, Pa. 


Joseph Luchs & Steff 
P. O. Box 216 
Philedeiphia 26, Pa. 


Yes, we would like information on your “SELL- 
ING TOOLS” Sales-development Program for 
1960 


Name of company 


ee eee ee ee. 
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“Shall It Be a Boston Coffee Party?” 
“The Guitar That Once through Tara’s 
Halls,” and “The Convenient Irish 
Whiskey Layaway Plan.” 

The 18 ads in Vol. II (April 1959 
through March 1960) wonder “wheth- 
er in whiskey advertising women 
should be allowed the same freedom 
as men (another ballot)” and introduce 
a series on “The Irish Geophysical 
Year.” By journeying to McMurdo 


When it loses customers (for TV 
antennas) to summer, JFD Electronics 
Corp. chases them down with sum- 
mer furniture. The link is the tubular 
metal inherent in both products—and 
through it this Brooklyn, N. Y., com 
pany has found a way to steady full- 
year sales. 

Four years ago JFD made a major 
investment in a tubing mill. Since 
the company had been turning out 
antennas of one kind or another since 
radios first appeared on the market 
the investment seemed a wise one 
The mill, which takes flat lengths of 
aluminum or steel and turns them 
into tubes of various diameters, was 
soon producing the major TV antenna 
compcnents. 

JFD achieved an important econ- 
omy in production with the purchase 
of flat lengths instead of finished 
tubing, and the elimination of a costly 
inventory. However, the selling sea 
son for TV antennas is a short one. It 
is a fall and winter business. Produc- 
tion starts in September and ends in 
February. That first year JFD’s tube 
mill lay idle for six months, offering 
management a silent reminder that it 
was making no contribution to over- 
head. 

The problem was compounded by 
the fact that price-cutting promotions 
during the summer resulted only in 
undermining the price structure of 
the line during the normal sales sea- 
son. “We were ‘buying’ our regular 
season business at summer slump 
prices,” says Ed Finkel, JFD’s general 
sales manager. 

The solution, his company decided, 
had to be a new product which (1) 
utilized idle machinery and kept 
skilled manpower productive; (2) filled 
the vacuum during the sales season 


The product, or line of prodrcts, 
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Sound, Antarctica, Irish whiskey 
drinkers may be rid of competitive 
beverages (more coupons, including 
one on recruitment for this caper). 

Then there’s “Reflections on the 
Discouraging State of Lurch-Time 
Drinking.” Does not Irish Whiskey 
“give one a lovely breath and one to 
be proud of?” 

Obviously, it should be taken at all 
hours, in all seasons. @ 


which met these requirements turned 
out to be summer furniture. 

A group of modern, eye-catching 
armchairs, lounges and chaises were 
designed. They were made of tubular 
aluminum and webbing. An addi- 
tional investment in machinery had to 
be made, but it proved to be small 
in comparison to the volume which 
quickly developed 

Lightweight, colorful and practical, 
JFD aluminum furniture entered the 
market in 1956 through a sales or- 
ganization which was quickly inte- 
grated with the company. Distribu- 
tion practices turned out to be widely 
at variance with those in the elec- 
tronics field. 

“We found ourselves more and 
more involved in detailed selling,” 
Finke] recalls. “It required a dispro- 
portionate amount of top management 
time. We almost forgot that our basic 
business was to sell TV antennas. The 
tail was beginning to wag the dog!” 

The ultimate decision was to turn 
the entire sales function over to a 
reputable, well-known national furni- 
ture organization, the Cortlandt Co 
“In our first enthusiasm,” says Finkel, 
“we almost lost sight of our primary 
objective — to keep our equipment 
humming. Moving into a new sales 
endeavor would have been slow and 
costly. This way, it’s a clean, simple 
operation. We just drop-ship Cort- 
landt’s orders.” 

In three vears, results have been 
spectacular, Finkel reports. Summer 
furniture doubled the rate of amorti- 
zation of equipmeut. Normal advance 
advertising in furniture business pub- 
lications and routine participation in 
trade shows has brought about a 
100% increase in sales volume during 
each of the past three years. JFD 
expects to do a $2-million volume this 


Summer Ad Readers Write 
To Prove They Also Drink 


Many an advertiser who would go broke on the belief that his 
prospects hibernate in winter, still thinks they must summernate. 

Of course, the prospects do not “pass” either season (to para- 
phrase the dictionary definition) “in close quarters, in a torpid or 
lethargic state.” 

The advertisers themselves must be the ones who do so. 

Not so, however, are the Whiskey Distillers of ireland. 

Did they assume that all Americans in hot weather have not the 
strength to bend an elbow? Did they believe that anyone who 
then might lift anything, lifted gin or vodka or iced tea? 

Actually, the WD of | ran twice as many ads here last summer as 
last spring, and 2,000 readers wrote to P.O. Box 186, Dublin, to 
commend them for it. 

A piece on their advertising appears elsewhere in this issue. 
Since its writing, Donal Scully, director of the Irish Export Promo- 
tion Board, New York, has scurried around digging up reader 
letters for us. 

Here are some of them—all dated last July: 

“Man Who Thinks for Himself,” Brooklyn, N. Y.: “With the 
temperature outside 89 degrees. . . | read it, | did it, | liked it.” 

On letterhead of Union League Club of Chicago: “I! had a small 
reception in Boston and a case of Irish whiskey made a lot of 
difference.” 

An Oakland, Cal., convert writes her first fan letter to praise 
the Irish whiskey ads (written by Weiner & Gossage, San Francisco): 
“tt is indeed a pleasure to be treated like a human being. .. . 
Lately | have taken to drinking the old Burnished Emphatic. . .” 

Motherly Housewife of Marshfield Hills, Mass.: “Il nagged my 
husband until he finally brought home a bottle. Though it’s Irish 
whiskey for us from now on, we're going to try some of the others 
[Irish brands?)} just to avoid discrimination.” 

Park Avenue, N. Y. C., lawyer ‘of Irish extraction) proposes a 
toast that predates the American Revolution: “May the enemies 
of Ireland never eat the bread nor drink the whiskey of it, but be 
tormented with itching without benefit of scratching.” 

A man who may be a Professor in Cambridge, Mass., gets o 
“chuckle” from the Irish whiskey ads: “I read them aloud to my 
friends. My friends chuckle. | have more friends. They drink 
whiskey.” 

New York City: “! am delighted with these ads and what is 
more to the pint (I mean point), | now buy Irish whiskey.” 

Happily Married Couple in Valley Stream, N. Y.: “We have read 
all your ads in The New Yorker and loved them, but we don’t love 
them as much as the whiskey.” 

Erstwhile Gin Drinker (female) of Syracuse, N. Y.: “If | were a 
writer of ads... I'd think | was some punkins if you were my 
chief client.” : 

A New York Executive writes a long dialogue between himself 
and his wife (with a lot of “sez I's” and “sez she’s” in it), the gist 
of which seems to be: “Think of all the Irish that could be bought 
with the money wasted away on fancy stamps.” His letter came 
special delivery. 

And then there’s the Savant with the Advertising Research 
Foundation, who wonders “if you could possibly tell me how many 
people to date have returned your Summer Reading Report Form?” 

(He didn’t even say whether he drinks.) 


ROCKFORD! 


There’s no cloud in the summer 
sales sky in Remarkable Rock- 
ford, Illinois. During June, July, 
and August of 1959 retail sales 
ran over $66,355,687. You can 
depend on that being about one 
fourth of the total for the year. 
The summer quarter is no different 
than any other three months in 
Rockford people still spend 
and spend well. Rockford’s buy- 
ing income is growing 11.3% 
faster than the national average 

. and retail sales are growing 
5.6% faster. Winter, summer, 
spring, or fall, Rockford is a rich 
market. Write for complete facts. 
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coming season. Interestingly enough, 
JFD has found a carry-over of brand 
identification from its antennas. 
Summer furniture has even helped 
TV antenna sales. The line has made 
an attractive premium for electronic 
distributor and dealer promotions. At 
the electronic parts show in Chicago 
last spring, JFD offered combinations 
of its furniture for early orders of 


various quantities of antennas, at its 
standard price list. It gave away 
1,000 sets of furniture; wrote up 
$250,000 worth of antenna business 
in three days. “It marked a new high 
for us in all our years of spring show 
participation,” says Finkel. “With 
summer ahead, distributors could just 
picture that furniture on their patios!” 

JFD is confident now that it has 


Yale & Towne 


Sales Incentives; New Products 


Yale & Towne’s Lock and Hard- 
ware Division had a dual problem in 
overcoming a summer slump in sales 
of such products as padlocks, night 
latches, door closers, etc., which are 
sold to the consumer by retail hard- 
ware stores, lumber yards, locksmith- 
ing firms and department stores. 

“First, it was necessary to show 
our salesmen and dealers that the sum- 
mer slump is not an inevitable fact of 
life. Second, we had to educate the 
public in the need for our products 
during summer. This was an essen- 
tial backdrop to the sales efforts we 
hoped to stimulate on the part of our 
own salesmen and our dealers.” This 
was how General Sales Manager 
James D. Young sized up the prob- 
lem 

‘We decided,” says Young, “that 
we could overcome these slumps with 
ar xtra sales effort to promote the 
demand for such products as padlocks 
during the summer, when crime rates 
for burglarv, breaking and entering, 
climb steeply “ 

The first step Young took to solve 
the problem was to institute sales in 
centive programs during the summer 
months. Typical of these was a 
“clothes horse” incentive which placed 
a dollar value on each product sold 
over a salesman’s regular quota, and 
a dollar value assigned to a number 
of articles of clothing. This made it 
possible for a salesman to build up an 
impressive new wardrobe. As part of 
these programs, prizes were given to 
distributor salesmen as well as Yale 
salesmen 

Two important additional 
were broadening distribution by in- 
cluding additional retail outlets, such 
as department and variety stores, and 
expanding product lines by introduc- 
ing products especially designed to 
sell briskly during summer months 
To aid retailers, point-of-purchase 


steps 
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merchandising aids are now designed 
for the new products. For example, 
one outstanding new product is the 
Travelok, a handy, portable, personal 
lock which vacationers can take with 
them to lock anv drawer, closet, suit- 
that does not have its own 
lock or has an insecure one. This 
product has become an excellent pre- 
mium item for specialty 
who have found that business execu- 
tives like to receive it as a gift during 
the summer 

To support distributors, Yale par- 
ticipates in conventions and trade 
shows scheduled during the summer 
Distributors and dealers are encour- 
aged to go into home shows in their 
areas. Yale also supports dealers by 
providing them with displays and per- 


case, etc., 


salesmen, 


beaten the summer slump in more 
ways than one: keeping its production 
facilities going on a new product, and 
using that product to spark sales of 
its primary line. 

Unique in that its —— is com- 
pany-made, JFD is planning to unveil 
another product some day to take up 
the slack in its summer furniture pro- 
duction. ® 


sonnel to assist them in such shows. 


Yale's summer educational program 
for consumers includes merchandisers 
and direct mail to encourage in- 
creased use of padlocks in summer 
homes, on boats, for children going 
to camp. Through locksmith dealers, 
Yale promotes replacing locks and 
keys on summer homes and regular 
residences to increase security and to 
establish keyed-alike locking systems 
which provide single key convenience. 

In addition, Yale’s Public Relations 
Department prepares feature articles 
on hetainieeliog homes and places 
of business, and on protection from 
burglars while traveling. Home own- 
ers are advised on security measures 
to take before going on vacation, and 
on how to make the summer home a 
safe place in which to live 


Results? “The best indication of our 
summer programs’ ~ success,” says 
Young, “is ee provided by the 
fact that our locksmith sales figures 
now reach a peak during the summer 
period, and we are approaching peak 
padlock sales during the month of 
August.” @ 


American Machine & Foundry 


Advertising-Promotion 


Summer months, once barren for 
the bowling business, now offer maxi- 
mum promotion possibilities for 
American Machine & Foundry Co. It 
is rolling up strikes by fast-mounting 
rentals of its Automatic Pinspotters 

Says AMF management: “Summer 
is the ideal time to promote bowling 
Children are out of school and there 
is more opportunity for family recrea- 
tion. And it is during summer that 
bowling lanes offer maximum avail- 
ability and joy of bowling in air con- 
ditioned bowling centers. 

“The tremendous acceptance of 
AMF Pinspotters is in no small meas- 
ure due to our vigorous advertising 
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promotion during the summer.” 

The first campaign was initiated 
during July and August 1958, when 
AMF spent $800,000 to advertise 
over major network television (Steve 
Lawrence--Eydie Gorme show, NBC); 
in high circulation national magazines 
(Life, Look); local spot-radio and 
newspapers. For the first time bowling 
was promoted in all major advertising 
media in a completely integrated way. 
Objectives: to encourage bowlers to 
bowl during summer; to create new 
bowlers. The theme: “Bowling’s cool 
fun for everyone in the family,” with 
this stress placed on it: “For bowling 
at its best . . . bowl where you see 


There are 4 


4 seasons that is — spring, summer, fall and winter — 
and each (from Maine to California) offers its infinite 
variety of climates. 


Like the seasons, so, too, does the building industry 
have 4—the architect, the engineer, the contractor 
and the building client — and each (from Maine to 
California) exercises an infinite variety of decisions 
on building products and equipment. Year in, year out, 
you'll need the approval of all 4 to get your product 
into a new building or major remodeling project. 


All buildings start with the client. Since he, in essence, 
is “buying” a building which his company or organiza- 
tion needs, he is directly involved in its financing, 
design, construction—or expansion and modernization. 


As the building market continues to grow, so, too, will 
the number of building clients grow. And Architectural 
FORUM is the only magazine that has clients. In fact, 
FORUM is the only magazine whose growth keeps 
pace with the building industry itself. 

"Source: The new FORUM Census, “Portrait of the Building Client.” 


Write for a copy. Architectural FORUM, 9 Rockefeller Plaza, New York 
20, New York. 


With the biggest circulation in the field — 60,000 — 
FORUM alone is edited for and read by the kind of 
building customers you must reach and influence. Just 
how important are they in building decisions? Here’s 
one indication. 


Of FORUM ’s 21,000 client subscribers — 89% 
are concerned with building matters within their 
companies and 24% serve on building commit- 
tees (church, school, etc.) in their communities.* 


No matter 
what the 
season... 


FORUM 


delivers the entire 
specifying and buying 
power of the 

building market. 
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the “Magic Triangle,’ sign of an 
AMF-equipped bowling center.” 

“Response to our advertising,” says 
AMF management, “was nothing less 
than enthusiastic. Bowling centers 
usually closed for the summer re- 
mained open and new bowlers were 
attracted to them.” 

Encouraged with the response to 
the first campaign, AMF in 1959 in- 
creased its advertising budget to 
$1,124,000 for a more intensive sum- 
mer promotion. Once again it utilized 
high circulation magazines and daily 
newspapers, network television and 
local radio in key markets. 

For part of the 1959 summer pro- 
motion, AMF sponsored the first Dick 
Clark Special, “The Record Years,” 
ABC, Sunday, June 28, and partici- 
pated in Dick Clark’s “American 
Bandstand” program. Objectives of 
this program, and of advertisements in 
junior and teen-age magazines, were 
to further publicize bowling to the 
14 to 24 age groups, which represent 
not only that segment of the popula- 
tion with which bowling is most 
popular, but which offer the greatest 
growth potential. “We were elated 
with “The Record Years’ program,” 
says AMF management. “The ratings 
indicated that an audience of more 
than 35 million was reached, making 
it one of the year’s most highlv rated 
television programs.” 


® Another part of the 1959 summer 
promotion included the biggest maga- 
zine schedule ever known for bow!l- 
ing. The first ad appeared in the May 
18 issue of Life, 4-color, 2-page 
spread, headlined: “It’s Cool. . . . It’s 
Fun. . Go Bowling!” In addition, 
Reader’s Digest, Look, The Saturday 
Evening Post, McCall’s, Good House- 
keeping, Scholastic Magazine and 
Seventeen, with combined readership 
surpassing 152 million, were sched 
uled to carry ads appealing directly 
to women bowlers, teen-agers and 
family groups. An expanded program 
was scheduled for spot radio and 
local newspapers, and the number of 
AMF free bowling clinics was in- 
creased in conjunction with partici- 
pating newspapers. 

In addition to national advertising, 
substantial sums were spent for 
strictly promotional purposes covering 
such projects as free bowling clinics, 
travel and exhibition work of the 
AMF bowling staff, and other training 
schools and forutns the company pre- 
sents. 

“To our customers, the nation’s 
bowling proprietors,” says AMF man- 
agement, “the “Bowling’s Cool Fun’ 
promotion program was fully sup- 
ported by attractive point-of-purchase 
promotional material, including direct 
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ITS COOL..ITS FUN..6O BOWLING 


Get mon the cookes! wmmemer tun of al tote the whole tamdy bowing’ 


PO, 


AMF knows that air conditioning made 
summer bowling — plays up cool fun. 


bf 


aur PrNSPOTTERS tec 


mail pieces, banners, posters, hanging 
display signs, radio scripts, ad mats 
and an attractive counter display 


poster with questionnaire blanks and 
a deposit box. This ‘business-builder’ 
questionnaire enables the bowling 
proprietor to poll his customers as to 
the type of summer leagues they pre- 
fer, as well as to receive their sug- 
gestions and inquiries concerning 
other kinds of leagues, tournaments 
or instructions.” 

As for Automatic Pinspotter instal- 
lations during 1959—they were the 
highest in company history, exceed- 
ing 52,000 in operation at year’s end. 
The American Bowling Congress, the 
Women’s International Bowling Con- 
gress and the American Junior Bow!- 
ing Congress have all reported a 
spectacular increase in their member- 
ships in 1959. Furthermore, there has 
been an increase of 30% in the num- 
ber of games bowled on AMF Pin- 
spotters during the summer. 

AMF has not as yet completed its 
plans for 1960 summer advertising 
campaigns, but we are assured that 
the budget, at the very least, will 
equal that of 1959—more likely it 
will be upped. 


Thomas Industries, Inc. 


Lighting fixture sales and new home 
completions have been riding the 
same roller coaster car for years—they 
go up and down together Each 
spring, fixture sales slacken as a ma- 
jority of new homes are finis! ed. In 
the fall, with new home completions 
on the upswing again, fixture sales 
followed obediently along. 

This past summer at Thomas In- 
dustries, Inc., Louisville, Ky., lighting 
fixture sales didn’t go down, they went 
up—a profitable 30%. 

Previously, Thomas Industries had 
been primarily in the field of residen- 
tial lighting. In addition, the company 
also manufactures a line of power- 
blade power saws and portable paint 
and insecticide sprayers. Acquisition 
and expansion in the lighting field, 
however, had primed the company for 
diversified sales activity in other re- 
lated areas of lighting. 

This meant that the company was 
in a good position to compete in the 
areas of commercial and industrial 
lighting as well as in its traditional 
residential lighting market. . 

The summer, however, was another 
question. Industrial and commercial 
fixture sales were not filling in suffici- 
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ently where residential sales had 
waned. The company decided that a 
new line of lighting products had to 
be introduced. Not a line restricted 
to residential sales alone, but one at- 
tractive enough to sell all three of the 
company’s fixture markets. As it 
turned out, a recessed lighting fixture 
line was tabbed for the assignment. 

As far as the residential market was 
concerned, this product was a natural 
for home modernization—an improve- 
ment that could be made at any time 
Thus, the fixture became a year-round 
product in this market. Industrial and 
commercial markets, of course, are 
continually installing the effective, 
modern, recessed lighting fixture. 

Tom Fuller, Thomas’ vice president, 
general sales, points to the fact that 
greatly increased promotion cam- 
paigns provided the momentum with 
which the new recessed line achieved 
1959 sales records. “We aimed not 
only at taking the curve out of the 
slump in our own seasonal product 
sales, but at taking the curve out of 
the slump for our dealers and distrib- 
utors as well. 

Thomas Industries’ 1959 promo- 
tions began with a Starlight Festival 


Here are your all-stars for 1960 ! 


More than 62 million roto Sunday newspaper down-to-earth, nose-counting A.B.C.—with 
magazines go into 40 million different U.S. 


no cut rate subscriptions, no pressure selling 
homes every week. More than 37 million of 


by mail and telephone, and no costly promo- 
this total circulation is delivered by the four tion gimmicks to force circulation. Conse- 
syndicated newspaper magazines. This is no 
lighter-than-air figure blown up from small 
research samples on eventual readership. It’s 


quently, syndicated Sunday newspaper mag- 
azines cost you less per thousand. 


LATEST ANNOUNCED Cif 


Syndicated Sunday Magazines 37,6 8,932 (ABC) .. $3.83 PER M 


A AA OHA an) whe 


Weekly and Bi-Weekly Magazines 18,559,060" *6.58 PER M 


we TREY fy 


Women’s Magazines 15,997,803" *5.04 PER 


00 OCMIPRG LADES HOME s 


You don’t have to accept readers of dog-eared, Sunday newspaper magazines are the biggest 
clipped-out, pass-along copies of magazinesover thing in print—and print achieves both be- 
the next umpteen weeks to get market cover- __lievability and memorability. The newspaper 
age. Sunday newspaper magazines will deliver publishers of America produce the “greatest 
an audience up and down every street in prac- show on earth”’ week in and week out. 
tically every market you sell...allon oneday. In newspapers the advertiser 

They do this through the local Sunday. news- does not assume the risk of 

paper, the same, newspaper your retailers use spending his money for 

to promote your goods every day in the week. a poorly rated “show.” 


THE SUNDAY MAGAZINE OF 65 STRONG NEWSPAPERS REACHING Parade 
9,594,210 (A.B.C.) FAMILIES THROUGHOUT THE U.S. EVERY WEEK 


Sales Management January 1, 1960 61 


Starlight economy 
line of lighting fixtures. This was held 
in January and involved company dis- 
tributors. Concurrently with this ini- 
tial promotion, the company brought 
out the Enchante line of fixtures, the 
top-of-the-line in Thomas lighting 
products. In February and March, the 
Starlight line was introduced to the 


introducing their 


consumer! with color ads, catalogues, 
etc 
From March May, the 


company s regular-price line, the Moe 


through 


line of lighting products, was pro- 
moted vigorously in the same manner 
In addition once May had arrived, 
in incentive program for factory sales- 
nen was started emphasizing the re- 


cessed lighting line and its ability to 
crimp the summer slump. July saw the 
start of the fall promotion and in De- 
cember, the ‘60 spring push was 
started. 

According to Fuller, “The import- 
ant thing here is that there is never 
a moment when at least one promo- 
tion is not going on. Occasionally, and 
by design, they overlap. 

“We have something going all the 
time,” he adds. “Once the enthusiasm 
is generated, especially at the distrib- 
utor level, we keep it snowballing 
right from Jan. 1. Significantly, we ex- 
perienced a slight slump during the 
fall before housing completions hit 
their stride again. We jumped right 


Southern Union Gas Co. 


Salesmen-Dealer Activity 


Last summer, a lot of West Texans 
pushe d back their 10-gallon hats, 
mopped streaming brows and ex- 
claimed, “It’s goldurn HOT!” — then 
vent ut and 


equipme nt 


bought gas heating 


Consumers behaved in the same 


surprising fashion throughout the dis- 


tribution area of Southern Union Gas 
Co. (71 towns and cities in Texas, 
New Mexico and Colorado 


ason: SUGC’s vigorous cam- 


in its summer sales val- 


This was the 


ling effort by the company, which 


promotes and sells gas appliances as 


third such intensive 


vehicles to move its product—natural 
gas piped to homes and to commer- 
ial users. Late in 56, Southern Union 
critical look at its traditional 

sales dip that vear about 
ow fall and winter figures on 
id about 19% below on gas ap- 
then went into action 
the sales leadership of Joe S 
general sales manager, the 
now wages a summe!l offen- 


on three major fronts 


Advance 
gas applianc es, Suc h as floor and wall 
furnaces, and central heating cooling 
through August, the 


is offered spec ial 


promotion of winter 


ystems June 
consumer prices 
ind/or larger than usual trade-in al 
lowances. He is urged to “buy now 
begin paying in January,” thus get- 
ting his gas heating equipment in 
stalled before the cold weather rush 


Dealer and company salesmen often 
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are given special cash bonuses for 
such advance selling. Dealers are of 
fered cash prizes in floor and window 
display contests 

2. May-through-August promotion 
of one or more gas appliances having 
2 special summer adaptation. Last 
summer the outdoor gas light, a turn- 
of-the-century piece recently revived 
was promoted as a decorative addi 
tion to lawns, patios, driveways, swim- 
ming pools—a pleasant adjunct to out- 
door dining and all outdoor living 
Year-round, the company is getting 
gas lights into front and backyards, to 
give a soft glow of light from sunset 
to sunup. ) 

On gas clothes dryers the winter 
sales argument is, “Don’t freeze vour 
hands hanging clothes outdoors.” Last 
summer the company said, “Don’t ex 
pose yourself and your laundry to 
scorching sun and blowing dust.” 


3. May-through-August promotion 
of summer-use gas appliances — for 
instance: gas refrigerators, and gas 
all-year air conditioners. As a rule, 
no special price inducements are of- 
fered the consumer on summer equip- 
ment, but the company gives cash 
bonuses to its own and dealers’ sales 
men. It conducts display contests tor 
dealers 

“Too many retailers think that peo- 
ple just won't buy in summer,” Davis 
says. “We encourage a positive sell- 
ing attitude, with summer promotional 
campaigns that we plan six months 
to a year in advance.” 
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in under the new product/heavy pro- 
motion formula with a line of new 
outdoor lighting products, coach and 
post items, etc. This sag period van- 
ished as fast as the summer slump.” 

Seasonality disappeared at Thomas 
Industries with the smo ek that an 
expanded product line gives distribu- 
tors and dealers new opportunities to 
sell. It might be a case of adding a 
new product usable in several differ- 
ent markets. It could be adapting an 
old product to anlttebocanstet mer- 
chandising. Add continuous, and even 
overlapping, product line promotions 
throughout the year and a substantial 
increase instead of a decrease in sum- 
mer sales can be the happy result. 


My Gas Light 
got more 
compliments 
than my dinner! 


JUST ONE of many ways that this utility 
tries to build additional summer load. 


Last summer, 150 dealers partici- 
pated in Southern Union's various 
special promotions. (Dealer « 
tors called on all appliance dealers 
about 30 days before each kickoff 
date.) With 24-sheet poster boards, 
half-page, black-and-white newspaper 
advertisements, and local TV spots 
the company told consumers the sales 
story of featured gas appliances 
SUGC paid 25% of each participating 
dealer's advertising cost (up to a total 
cost of $500) 

The participating dealers and sales 
men were given cash sales bonuses 
Dealers were supplied with 3-color 
window and wall banners and other 
P-()-P material — and were invited to 
compete for $100, $50 and $25 amg 
for the most eye-catching, desire- 
creating window or floor displays. 
Southern local and district 


oordina 


Union 


sales managers helped retailers with 
displays and selling. 

The company’s efforts didn’t stop 
at the dealers’ stores: Southern Union 
sales personnel went to the homes. 
“The best way to make a sale is to 
call on a prospect,” Davis comments, 
“especially in summer, when many 
women tend to stay home, out of the 
hot sun.” 

Many of the appliances which the 
utility sold during the summer of '59 


Renwal Toy 


represented new load to help bring 
up the summer valley. For example: 
Sales were up in gas refrigerators, gas 
air conditioners, gas dryers (a year- 
round product), and a new offering 
with growing appeal—the outdoor gas 
light. 

For the months of May through 
August, 1959, Southern Union's total 
sales (gas plus appliances) ran 9% 
ahead of the summer of 1958, and 
35% ahead of the summer of 1956. @ 


Corp. 


New Product 


“Sheer madness,” said most mem- 
bers of the toy industry when Renwal 
Mineola, N.Y., took a full 
page in The New York Times on July 
7. Anyone remotely connected with 
the tov industry knows that summer 
is the drab period for toys and hob- 
bies in retail sales 

Renwal took the full page to adver- 
tise “The Visible Man,’ a plastic kit 
that assembles into an anatomically 
accurate replica of the human body 


Tov Corp . 


and its organs 

The advertisement (prepared by 
Harold J. Siesel Co.) was striking 
featured an illustration of the “Man.” 
The completed model, as shown in 
the ad, is a clear plastic shell, reveals 
bones, blood 
Copy, beginning, “You are looking at 


muscles and vessels 
a miracle, the human body,” stressed 
authenticity and = the 
values of the product. A smaller illus- 
tration showed the cover of the 12- 
page handbook, “An Introduction to 
Anatomy,” included in the kit. The 
price: $4.98—relatively high even for 
a “science kit.” 

At the foot of the page the 200 
hobby and toy dealers who handle 
the item in the Metropolitan New 
York market were listed by area. Four 
days later, July 11, the advertisement 
was repeated, with names of addi- 
tional cee 

Within two weeks after the appear- 
ance of the first ad, over 100,000 kits 
had been sold! The company antici- 
pates that by the end of 1959, volume 
will have hit the half-million mark 
The factory has had to go on a 24- 
hour schedule to keep up with de- 
mand 

Renwal’s management frankly ad- 
mits it didn’t deliberately set out to 
challenge the summer slump tradition 
of its field. Research necessary to de- 


educational 


Introduction 


velop the product and the task of 
getting distribution couldn’t be com- 
pleted before the end of June. And 
L. S. Wetzel, Renwal’s v-p and sales 
director, says, “We felt we had an 
item unusual enough to call for spe- 
cial efforts by the jobbers, retailers 
and ourselves—to immediate 
public attention on The Visible 
Man.” 

To insure cooperation from jobbers 
and dealers, Renwal’s own salesmen 
called on them with a layout of the 
Times ad. This was reproduced as a 
poster. The completed model of Man 
and the anatomy book and product 
package, formed a display later shown 
bv hundreds of stores 

Luck always helps in launching a 
new product, and Renwal had a piece 


focus 


RENWAL ignored the “smart” advice 
and broke this record-breaker in July. 
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of it when Dave Garroway demon- 
strated the Man on the “Today” pro- 
gram for three successive days. Gar 
roway wasn't solicited; he had be- 
come fascinated by the kit and so 
decided to assemble it on his shows. 

Renwal learned it had underesti- 
mated the market for its interesting 
product. Not only hobbyists, but stu- 
dents, teachers, doctors, schoo! boards, 
yee groups, rushed out to 
yuy it. And the item has been hon- 
ored as one of the “Top Ten” Scien- 
tific and Mechanical Toys by Science 
& Mechanics magazine. It was also 
included in the American booth of the 
1959 Finnish National Hobby Craft 
Exposition held in November in Hel- 
sinki. At the Exposition’s end, the 
exhibit became part of Pan American 
Airways “Round the World” display 
now touring Finland. 

Success of The Visible Man is part 
of the bigger success story of the 
science-and-hobby industry _ itself. 
Since 1940 the industry has grown 
from about $40 million a year to an 
estimated half-billion dollars in 1960 
The reason, according to Nathan 
Polk, of Polk’s Model Craft Hobbies 
(New York wholesalers and retailers), 
is that people have more leisure, prod- 
ucts are better and more interesting, 
and developments in the plastics field 
have made it possible to produce fine 
items at reasonable prices. And in- 
terest in anything scientific has 
zoomed with outer-space activities by 
the U.S. and Russia. 

“The Visible Man was a shot in the 
arm for our business this summer.” 
says Polk. “It accounted for 78% of 
our volume in the $4 to $7 field.” 

The hobby kit industry is a hetero- 
geneous group, including scores of 
small operators, from those in base- 
ment workshops, up to Revell, Inc., 
of Venice, Cal.,. whose sales zoomed 
from $1 million to $17 million in less 
than ten years. 

Renwal, formerly known chiefly as 
a manufacturer of toy guns, mount- 
ings, toy furniture and other plas- 
tic toys, has—at least temporarily— 
climbed up behind Revell into the 
group consisting of such hobby kit 
leaders as Monogram Models, Inc.. 
Aurora Plastics Corp., Comet Model 
Hobbvycraft, Inc., and Lindberg Prod- 
ucts, Inc. Members of the industry 
estimate that 75% of Renwal’s vol: 
is in hobby kits now, and that th- 
percentage may rise to 100% 
year. Whether or not this happens, 
the company has dramatically demon- 
strated that the summer slump is not 
a necessary evil which the tov and 
hobby industry must bear. 

A good product and vigorous pro- 
motion did the trick—and could do it 
again for the tov industry. 
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Why are so many more advertisers 


now using 


2 


NATION’S BUSINESS? 


To reach out ...to sell more of the nation’s business. 
Time was when advertisers-to-business thought they had only two 
choices: business and management magazines with their limited 
circulations . . . or news weeklies with their costly consumer coverage. 

Today, Nation’s Business is changing advertiser thinking— 
and buying! Its 750,000 ABC guarantee is big circulation. And it's 
all business. No other management magazine offers as much as 
half of it. No news weekly offers so much top executive coverage 
at so low a cost-per-executive. 

The facts are: 9 out of 10 Nation’s Bustness readers are men 
with a decisive voice in their companies’ policies— presidents, 
owners, partners, other management men. Dig deeper, and 
you'll find 23,000 of them hold top jobs in 499 of the 500 leading 
industrial companies. More than 700,000 others head up close to 
half a million additional companies—in total, a whale of a market 
for all kinds of business goods and services. 

So, if you want to use business advertising the way it should 
be used: to support your sales force out in the territories where 
they’re making calls; to uncover new prospects; develop leads; open 
doors to hard-to-reach businessmen—all at a reasonable cost per 
advertising call, then follow the lead of other advertisers who have 


found: to sell more of the nation’s business, you use NaTION’s BuSsINEsS. 


For example, in 1959: Nation’s Business gained 76 new 


advertisers increased advertising pages 17.1% (92 pages) 


over 1958 increased four-color pages 100% for a total 
of 108' increased advertising dollars 20.7% to an all- 


= 2 ee ee eee NN saichdienat 
time high of *2,834,000. se ; 
Nation's Business 
* Office equipment pages up 21.3%, 
Building materials pages up 9.5%, 
Business insurance pages up 14.0% 
Transportation pages up 48.9%, 
Communications and Utilities up 37.7% 


ADVERTISING HEADQUARTERS, 711 THIRD AVENUE, NEW YORK 17, N. ¥Y. 


Pooling 
Inventories 


Need 


Salesmen? 


on Ads? 


MARKETING NEWSLETTER 


Makers of packaging materials are scrambling to prove many new 
wrappings and containers are safe for foods. They're racing a 
March 5 deadline, when Food & Drug Administration will enforce 
the Food Additives Amendment. It puts burden on manufacturers 
to prove no additive or process used in preparing or packaging 
food products is in any way harmful to users. 


This new law is no great problem for most food marketers, They're 
making substitutions, finding new ways to process foods that 
otherwise might fail to meet FDA standards. Same applies to sup- 
pliers of chemicals for food processing. 


But it's a different story in packaging. Polyethylene makers 
are spending fortunes to prove to FDA that their packaging is 
safe. Many other types of plastic packaging, just over the hori- 
zon, may never pass the test. They may not even be put toatest, 
because cost is so great and proof so difficult for untried pack- 
ages... . Net effect of this new law could be to retard seriously 
innovation and new ideas in food packaging. 


Airlines may start pooling inventories of spare parts. They're 
now using data processing techniques to compile lists of com- 
monly used spare parts, to take sharp look at industrywide in- 
ventories. They're talking about setting up a system to swap 
items among themselves, to cut individual inventories. This 
could mean cutting down on buying of many products. 


Be on lookout for more companies, more industries to start pool- 
ing inventories. Each recession, particularly last one, gives 
Stimulus to this idea. It may come to stay. 


Looking for high caliber sales personnel? . . . New source to 
fill such needs is in the making—Sales Manpower Foundation, 
a nonprofit subsidiary of Sales Executives Club of New York. 
It's conducting a nationwide survey, compiling first compre- 
hensive inventory of available sales personnel. More than 7,000 
sales execs and salesmen will be listed, with detailed back- 
ground, classified by product, industry, etc. ... For informa- 
tion, write H. K. Astwood, Director, Sales Manpower Foundation, 
S. E. C. of N. Y., Hotel Roosevelt, N. Y. C. 


or Data If you demand more facts, data, information about advertising, 


you can get it from Information Clearing House, just set up by 
Advertising Federation of America, It will provide reliable 
sources of data through modern library of marketing and adver- 
tising books, bibliographies, periodical indexes, reference 
sources, etc. . .. Address: 250 W. 57th St., N. Y. C. 
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‘ NEWSLETTER ntinued) 
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More big companies are eying their distribution, trying to speed 
How to Cut it up, reduce inventories, cut costs. 
Distribution 
Here's a "new concept*® in distribution many companies are ex- 
Costs amining. Raytheon is one of first to put it in action. Ray- 
theon's new distribution system combines automatic private wire 
communications by Western Union, data processing of orders, 
automatic inventory controls, fast jet freight shipments by 
American Airlines. This system—Raytheon calls it Unimarket 


--will serve 700 distributor customers from one Unicenter at 
Westwood, Mass. Raytheon expects these results: 


e Cut order-to-delivery time from average of seven days to one 
day ; provide more complete customer service. 


e Eliminate three big field warehouses, carrying 12 product 
lines, more than 2,000 individual product items. 


e Reduce duplicated inventories by $2 million; tax savings too. 


e Eliminate back-ordering and extra billing costs on back 
orders. 


This modern distribution shrinks entire U.S. to one marketing 
area. It permits use of one centralized warehouse with 100% 
inventory. Orders can be delivered 3,000 miles away, routinely, 
in 24 hours. ... Take a long look at this system. 


Furo ean Office-machine industry insiders and outsiders are watching to 

p see what happens when a European company gets working control 

Arrival of a big, yet weak, U.S. firm. Here's what insiders speculate 
about Olivetti's recent acquisition of 35% of long-established 
Underwood: (1) Much larger ad budget than 1959's $700,000 on 
sales of $50 million; (2) increases in 1,200-man sales force; 
(3) more price stability in an industry that has suffered through 
bitter price competition in recent years. 


Skeptical Amidst great fanfare about European Common Market, a skeptic 
turns up. Reichhold Chemicals is cutting back on European in- 
on Europe vestments, drawing out capital. While many U.S. marketers are 
weighing new European investments, Reichhold sees over-produc- 
tion in long run, The chemical producer, seeking richer returns 
elsewhere, is shifting some European capital to Mexico, South 

America, and Orient. Keep an eye on this. 


Marketing The food industry, says General Foods, employs—directly or in- 
directly—l of every 4 persons in American labor force, pays 
Miscellany $45 billion in salaries and wages, has total annual sales around 
$73 billion. . . . Some 160 million cars, of 2,000 different 
makes, have been offered to Americans since first powered road 
vehicle was designed in France in 1769, according to Dodge Di- 
vision of Chrysler. . . . About 17 million families in U.S. own 

Some 24 million dogs as pets, 


66 Sales Management January 1, 1960 


You have undoubtedly sensed the same impending sales opportunities that we do. 


ARE YOU READY TO TAKE OFF? 

The dramatic count-down has started for the 
launching in 1960 of the most explosive growth era in 
the history of American business. Machine tool orders 
are the largest since March 1957. Piggyback railroad 
freight is up 51.6% over 1958. American industry ex- 
pects to step up capital spending during the first 
quarter of 1960 to a seasonally adjusted annual rate of 
$34.4 billion. Assets of U.S. life insurance companies 
increased $4.4 billion during the first nine months of 
1959. All over America, throngs of customers jammed 
stores buying holiday gifts during December, and a 
recent survey on the retail sales outlook for the Spring 
of 1960 shows overwhelmingly that a gain of 6.5% is 
expected. 

These are all basic signs of the economic times. It 
seems certain that the 1958 recession and the steel 
strike have created a pent-up demand for automobiles 
and appliances, homes and furnishings, convenience 
foods, vacation travel, boats and motors, power tools 
and an infinitive variety of other goods as new or re- 
placement purchases. You'll have more people to sell 

. and they'll have more money to spend for what 
you sell. 


MEDIA PLANNING TO REACH EVERY 
MARKET SEGMENT 


Marketing experts and merchandisers are step- 
ping up the range and pace of their programs to win a 
bigger shore of the 1960 market. Competition will 
come from new products, new packaging, oggressive 
merchandising and expanded sales forces. 

And it will all be powered by advertising. The key 
will be bringing odded sales pressure to bear where 


new sales and higher profits can be made. FAMILY 
WEEKLY can moke a vital contribution to the success of 
that purpose. 


CONCENTRATED CIRCULATION IN EXCLUSIVE, 
NON-DUPLICATED MARKETS 


Advertising and selling efforts for your vitally im- 
portant plus business will be most productive where the 
major population growth is taking place. Successful 
sales programs on a national scale will take into account 
the shifting of plants, payrolls, population and purchas- 
ing power to the newly important ‘‘middle markets."’ 

The 4,814,512 circulation of FAMILY WEEKLY has 
been carefully built to offer national advertisers cover- 
age-in-depth of those markets through 188 influential 
newspopers. It is significant that the circulation of 
FAMILY WEEKLY newspapers has increased year after 
yeor faster than the average of all U.S. Sunday news- 
papers. They have added readers while out-of-town 
newspapers from bigger metropolitan cities have lost 
circulation in these markets. They have successfully 
grown in size and influence concurrently with the ex- 
pansion of population and retail sales in their markets. 


FASTEST GROWING SUPPLEMENT .. . IN 
AMERICA’S FASTEST GROWING MARKETS 


The circulation gains of our subscriber newspapers 
have been a factor in the six-year growth of FAMILY 
WEEKLY. The 188 markets delivered by FAMILY 
WEEKLY account for 15% of all U.S. retail sales, a 
unique consumer sales potential that cannot be success- 
fully reached in equal depth by other medio. 

Yes, if 1960 is to be the year it can be for your 
products, here is the fertile soil where rich and profit- 
able sales results can be cultivated. And, as the 
FAMILY WEEKLY markets continue to expand during 
1960 and the years to come, the seeds of consumer 
acceptance you plant there now will yield continuing 
sales and profits. 


Family Weekly 


Leonard S. Davidow, Publisher 
Patrick E. O'Rourke, Advertising Director 
153 North Michigan Avenue, Chicago | 


NEW YORK 22: 405 Pork Avenve 

DETROIT 2: 3-223 Genera! Motors Bidg. 

CLEVELAND 15: 604 Hanno Bidg. 

ATLANTA 3: Cogill, Pirnie & Brown, 1722 Rhodes Hoverty Bidg 
LOS ANGELES 4: 3670 Wilshire Bivd. 

SAN FRANCISCO 5; Lee T. Weston, 235 Montgomery Street 
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it looks like everything’s going up in 
‘60. SM’s Future Sales Ratings Board 


sees big business ahead, providing 


marketers will keep up with potential. 


espite su h handic aps as tight 
money rates and labor difficulties, 


1960 shows promise of being the 


nation’s biggest business vear yet! 

For the first time in history total 
spending for goods and services will 
surpass the half-billion-dollar mark, 
according to SM’s Future Sales Rat- 
ings Board, which predicts an all 
time spending high of more than $512 
billion—at least 6.7% higher than the 
59 figure. And if the nation’s adver 
tising and selling activity is good 
enough, the years spending can go 
even higher than the $512-billion 
mark 

A year ago the board predicted an 
8.3% rise in Gross National Product 
Now it looks as if the 1959 total was 
exactly this 8.3% over '58’s GNP 

The 1960 output potential will 
also reach new highs—judging from 
existing large facilities operating at 
near capacity, plus the major additions 
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By PETER B. B. ANDREWS 
Chairman, Future Sales Ratings Board 


planned for the current year. These 
new plant and equipment expendi 
tures are expected to rise 10%—to 
more than $36 billion 

The Federal Reserve Board index 
of industrial production is expected 
to average above 164, a gain of more 
than 9% over 1959 

Public and business buying power 
are likely to reach new highs 

With all these factors in an uptrend 
the eventual business strength of the 
year will be up to marketers—and the 
force they exert to move produc ts 

Disposable income of the public, 
after taxes, is expected to reach the 
rarified summit of $354 billion, a 6% 
increase over ‘59. Personal consump- 
tion expenditures in ‘60. should ad- 
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vance at least 6% over ‘59, to more 
than $331 billion, another major high 
Last year's supposedly optimistic 
forecast of a 6% rise in personal con- 
sumption expenditures has turned out 
to be conservative—this spending actu- 
ally went up approximately 6.5% 

The board again anticipates a 
strong showing in durable goods 
sales, led by autos and trucks. Total 
spending in this area should go up to 
a new high of about $48 billion in 
1960, 11% over the '59 figure. Non 
durable goods spending is expected 
to exceed $153 billion, up about 4% 
Services are believed to be headed 
for another big record, up to $130 
billion, minimum, for 1960, a rise of 
7% over "59 

Services have been a tremendously 
strong sector of the economy, espe- 
cially during recessions. Ten years 
ago the nation’s service industries ac- 
counted for 33% of personal consump- 


In the 116-industry table below, the sales prospect rating has just been raised when the 


arrow 7 next to the % points up. The arrow | pointing down means the rating has just been 


decreased. All other ratings are unchanged from the previous quarter. 


Advertising 

Air Conditioning 

Air Transportation 

Aircraft Sales 

Atomic Energy 

Auto Sales (New) 

Auto Sales (Used) 

Auto Service & Parts 

Auto Tires 

Baking 

Banks (Revenue) 

Beer 

Boating 

Building (Heavy) 

Building (Residential) 

Candy & Chewing Gum 

Canned Fruits & Vegs. 

Cereals 

Chemicals 

Cigarettes 

Cigers 

Clothing (Men's, Women's 
& Children's) 

Coal (Anthracite) 

Coal (Bituminous) 

Coin Machine Sales 

Commercial Printing 

Cosmetics 

Cotton Textiles 

Dairy Products 

Department Stores 

Diese! Engines 

Dinnerware 

Drugs & Medicines 

Dry Cleaning 

Education 

Electrical Eq. (Industria!) 

Electrical Eq. (Consumer) 

Electronics (Military) 

Exports 

Farming 

Flour 

Food Processing 

Furs 

Gasoline & Oil 

Glass & Materials 

Government Procurement 

Groceries 

Hardware 

Hotels 

House Furnishings, Floor 
Coverings, Furniture, etc. 

Household Products ( Misc.) 

Imports 

instalment Financing 

Insurance 

Jewelry & Watches 

Laundries 


Liquor Alcoholic) 
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Note: Future Sales Ratings are especially copyrighted by SALES MANAGEMENT, 630 Third Avenue, New York 


Key to Relative Size Ratings 


(By Industry sales volume) 


A—$1/0 Billion and Over 

B—+$7 Billion to $10 Billion 
C—44 Billion to $7 Billion 
D—$2 Billion to $4 Billion 

E—$i Billion to $2 Billion 
F—One-Half Billion to $1 Billion 
G—Under a Half-Billion Dollars 


Luggege 


Meats 


Paint 


Plastics 


Radios 


Railroads 


Shoes 


Silverware 
Soap 


Sugar 


Television 


Trucks 


Lumber & Wood Products 
Machine Tools 

Machinery ( Agric.) 
Machinery [(Ind'l.) 
Materials Handling 


Medical and Dental Care 
Metal Containers 
Metals (Non-Ferrous) 
Missiles and Rockets 
Motion Pictures 
Musical Instruments 
Office Equipment 

Oil Burners 

Oil (Cooking) 

Oil Equipment 
Packaging & Containers 


Paper & Products 
Personal Care 
Photographic Supplies 


Plumbing & Heating 
Printing & Publishing Equip. 


Railroad Equipment 


Refrigerators 

Restaurants & Bars 
Restaurant Equipment 

Rock Products (incl. Cement) 
Rubber Products 

Security Financing 
Shipbuilding 


| Silk Textiles 


Soft Drinks 
Sports & Sporting Goods 
Steel & Iron 


Surgical Equipment 
Synthetic Textiles 


Toothpaste & Mouthwashes 
Toys & Games 
Trailers (Auto) 
| Travel & Vacations 
Travel Overseas 


Utilities (Electric) 
Utilities (Gas) 
Utilities (Telegraph) 
Utilities (Telephone) 
Vacuum Cleaners 
Washers (Household) 
Woolens & Worsteds 


Key to Sales Prospect Ratings 


(All ratings are relative to the median (***), 


which indicates approximately no change in relation 
to the corresponding period of the preceding year.) 
kkk kk—Best Relative Outlook 

kkkk —Very Good Relative Outlook 


kkk = —Good (Medium) Relative Outlook 


ee —Fair Relative Outlook 


* —Least impressive Relative Outlook 


OmoNOmOroemnra 


SCTONOSN GOH OMA mMmMOaMPOAMAOATHOOMP mason AOMOCOmmMogmn 


Sales Management 


January 1, 1960 


oe; me ¥. 


69 


70 


must have a 


Catalog 


Necessary Buying Aid. 

The engineering-operating 

groups who approve pur- 

chases require information - 

on product performance, 

applications, weights, di- 

mensions and other speci- 

fications. Unless such data 

are available in printed 

form, it is difficult to do business with this scattered industry. 

Unique Market Conditions. Sales calls to cover this world-wide, 

technical industry can be expensive and time consuming. Both 

time and money are saved by providing preliminary information 

in a catalog that can be referred to at the time a purchase 

is contemplated. 

Many Buying Influences. Al] men of buying authority in a pipe 

line company are seldom found in a single location. Pipe line 

contractors, representing a sizeable segment of buying power, 

are constantly on the move. Having your catalog in the hands 

of spread superintendents, division managers and other key 

employees will make your sales effort more effective. 

Most Comprehensive Distribution Plan. Pipe Line CaTALoo is 

distributed to more than 4,000 buying locations in the pipe line 

industry. Names are obtained directly from the pipe line com- 

panies and contractors—new operations are added as they come 

into being—all lists are double checked to avoid duplication. 

Preferred by Purchasers. A strong 91.4% of industry men 

responding to catalog usage surveys indicate that they prefer to 

have catalog data furnished to them in the Pire Line CaTALoa. 
Make sure you're represented in the next edition. Call local 

Gulf office or write for complete fact book, “Effective Cata- 

loging in the Pipe Line Market.” 


Greater Petroleum Coverage Through Market Specialization 


PIPE LINE CATALOG 
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tion. Since then the rate has doubled 
and today such services as barber and 
beauty shops, medical and dental 
care, legal work, television repair, 
painting, decorating, ete., draw 40% 
of all personal consimption spending 

Consumers’ incomes will be going 
up—more than prices. Only a 1.6% 
rise in consumer prices is expected 
which means more consumer buying 
power. 

Attesting to the board’s optimism is 
the fact that sales potential for most 
of the 116 leading U.S. industries 
listed on pages 68-69 is rated four 
stars or better. Consensus of the 311 
economists, statisticians, and market- 
ing men on the board brings, for the 
first quarter of 1960, increased rat- 
ings for 19 industries and decreased 
ratings for 7. For the full year 1960, 
the consensus shows increased ratings 
for 22 industries and decreased ratings 
for 8. On the lower ratings, however, 
it is emphasized that an unfavorable 
picture is by no means implied in the 
down-arrow symbol; in fact, the de- 
creasing rating largely reflects the 
rising comparative base of sales, which 
makes larger gains in "60 a little more 
difficult to achieve 


& The board's primary basis for op- 
timism and high future sales ratings of 
this large cross section of American 
industries is the current and prospec- 
tive record-high income pe liquid 
assets of both the consumer and busi- 
ness generally; the record-high ex- 
pansion in the total market through 
the boom in population; the record- 
high level of employment and wages; 
the record-high spending (in aed 
time) of Federal, state and local gov- 
ernments; the uptrend in business 
spending for new plant and equip- 
ment; the low level of inventories and 
the consequent heavy buying ahead 
to rebuild them; the holding down of 
inflation to little more than a creeping 
status; the prosperity of major-artery 
industries such as steel, autos, con- 
struction (other than housing), ma- 
chinery and textiles; an improvement 
in exports and balance of trade; the 
overall stimulus of a boom in missiles; 
constantly improving industrial effi- 
ciency and innovations in methods, 
processes, materials and products; and 
the anticipated record spending of 
confident consumers and businessmen 
influenced by strong advertising and 
selling activity. 

Rate of advance in the first half- 
vear is expected to be more rapid 
than in the second half, inasmuch as 
industry will be under extensive pres- 
sures of inventory rebuilding in the 
first half. At some time in these six 
months, industry is expected to be re- 
stocking inventories at an annual pace 


of more than $11 billion, the highest 
peacetime rate in history. 

Most impressive single economic 
factor, in the board's view, is the con- 
fidence of consumers and _ business- 
men, the former's confidence shown 
in overall spending, the latter's shown 
in aggressive plans for plant and 
equipment expansion in the face of 
tightening money conditions and la- 
bor troubles. 

Reflecting the great fundamental 
strength of the economy, individual 
incomes actually rose in the aggre- 
gate during the steel-struck month of 
October; but, of course, manufactur- 
ing workers’ earnings declined in total 
because of lavoffs in the steel and 
steel-short industries. There were 
good gains, however, for workers in 
Government, the service and distribu- 
tion industries, and business and pro- 
fessional men 

Personal incomes rose in October 
to an annual rate of $381.9 billion, up 
$1 billion from September 1959, and 
up a big $18 billion over the preced- 
ing year~a most impressive gain, all 
things considered. Now, personal in 
come (before taxes) is setting a new 
record at $387 billion—6% higher 
than last year 

Even though people are spending 
monev freely, as shown by the strong 
new highs in total consumer outlays 
for goods and consumers’ 
liquid assets have climbed to new 
heights. Liquid reserves of the people 

including checking ac- 
counts; savings deposits; postal sav- 


services, 


currency ; 


ings and shares in credit unions; re- 
serves in Savings and loan associa 
tions; U.S 
other 


state and 
private 
insurance and pension reserves, and 
Covernment 


Government, 
non-corporate bonds; 
insurance and pension 
reserves—are at a new high of $527 
billion 


®& Consumer debts are high and ris- 
ing too, but not excessively out of line 
with the increase in assets. Thus, sub- 
tracting the current $185 billion in 
consumer debt—including installment 
debt, consumer-and other credit, and 
brokers’ loans—leaves consumers with 
a record-high net equity at $342 bil- 
lion 

Further potential consumer buving 
power comes from more than $400 
billion owned by the public in corpo- 
rate preferred and common shares, 
bonds and notes, and investment trust 
shares. Added to the $342-billion net 
equity of consumers, this gives the 
public a minimum liquid-asset total 


of $742 billion—nearly three-quarters 
of a trillion dollars! This vast sales 
target of attainable buving power is 
more than three times as large as the 
vearly retail sales of all goods sold in 


the U.S.—and certainly suggestive of 
unexploited marketing potential. 

Business finances likewise are im- 
pressive, despite the retarding effects 
of the long steel strike on profits. 
Total corporation profits in 1960 are 
estimated by the board at $28 billion 
after taxes, a substantial new all-time 
high comparing with an estimated $25 
billion, the previous record, in 1959, 
$18.9 billion in '58, $16 billion in ’49 
and a mere $6 billion in '39. 

The strong balance-sheet position 
of American business also will con- 
tribute to new business highs in 1960. 
Current assets of the nation’s corpo- 
rations are estimated by the board to 
be at $265 billion, including $61 bil- 
lion in cash and equivalent. Current 
liabilities total $130 billion, which 
leaves net working capital at $135 
billion—a strong, new peak. At the 
end of '58 such net working capital 
totaled $119.8 billion, compared with 
$111.7 billion in °57, $107.4 billion 
in 56, $103 billion in 55, $81 billion 
in "50 and $24 billion in °39 

Corporations -also added greatly to 
‘59 depreciation reserves, which are 
the writedowns from past investments 
in plant and equipment and represent 
funds for buying new machinery and 
plants. These reserves increased an 
estimated $15 billion in 1959 


®& Here, then—in the main—are the 
means of financing a great expansion, 
and new, appealing products—and of 
advertising and selling these products 
adequately 

Manufacturing companies indicate 
that thev expect to finance almost all 
their capital spending in 60 from in- 
ternal sources, though some will bor- 
row and do stock and bond financing 
Generally, then, tight money condi- 
tions will not hold back the majority 
of spending plans 

Industry shows a significant aware- 
ness of the need for up-to-date pro- 
duction facilities, as well as a realiza- 
tion that delay could result in addi- 
tional costs in a rising labor and ma- 
terials market. As an example of this 
trend, construction 
pected by the board to get raises of 
more than 12 cents an hour in 1960, 
one of the biggest wage increases in 
the entire industrial structure 

Extra impetus for the iimportant 
wave of expansion ahead is coming 
from the growing numbers of new 
products which have been in the re- 
search laboratory and __pilot-plant 
stage and now are ready to be put on 
the market. Total research and devel- 
opment expenditures, Government 
and private combined, are now esti- 
mated at more than $10 billion annu- 
ally—over three times the figure at the 
beginning of the "50's. And, for 1960, 


workers are ex- 
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PIPE LINE INDUSTRY 


The anticipated rate of growth 
promises near-record expenditure 
for the next few years. Natural gas 
pipe line construction will repre- 
sent the largest segment of the 
U. S. pipe line market, with capital 
expenditures for lines, compressor 
stations, communications, corrosion 
protection, metering and other 
related equipment running well 
over a billion dollars. Add to this 
the crude oil and products lines, 
plus foreign construction, and there 
is a foreseeable total of almost 
$4 billion. 

Keeping in touch with all the 
buying influences in this scattered 
industry is a difficult task for per- 
sonal selling alone. Only through 
the pages of the industry's special- 
ized workbook publication, Pire 
Line INDUSTRY, can your sales 
message reach all the important 
buying and specifying titles. Maxi- 
mum reader interest is demon- 
strated by the volume of reader 
inquiries, high standing on reader 
preference surveys, and the requests 
for article reprints. 

Pipe Line INpustry offers you 
the most effective coverage possi- 
ble of this specialized market—the 
men you sell and only the men 
you sell... at lowest cost. For the 
industry's most complete market 
data compilation write for Pipe 
Line INpustRY Fact Book. 


Greater Petroleum Coverage 
Through Market Specialization 
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How to make 
selling tools 
sell harder 


For most products, even the best advertising can 
do only part of the selling job. It takes other selling 
tools to do the rest—catalogs, bulletins, brochures, 
direct mail, point-of-sale displays, films, sales 


manuals, house organs. 


This is not news, of course, yet too many adver- 
tisers—and, unfortunately, too many agencies— 
neglect these selling tools. They don’t give them 
the same quantity or quality of attention they give 
to space or broadcast advertising, nor do th zy plan 
them as a part of the total advertising program— 
even though the sales-effectiveness of the adver- 


tising may depend on them. 


Since we consider that our job is not just to 
make ads for clients, but to help clients make sales, 
fully half of our creative time is spent in planning 
and preparing a tremendous variety of material 
which we call “collateral selling tools.” In working 
with clients on this kind of assignment, we try to 


work in this way: 


1. We like to deserve being considered as an 
extension of the client advertising department 
a partner rather than a supplier. 


2. Whenever possible, we like to be included in 
the early planning stages of sales campaigns. 


3. Even when clients may prefer to produce most 
of their own collateral material (and some of 
them do a fine job), we like to contribute 
ideas, and the values inherent in an objec- 
tive viewpoint. 


This method of working gives clients several 
important advantages. 


72 Sales Management January 1, 1960 


The selling tools produced are more effective 
because they are planned as a part of a total selling 
program. Often art and photography can be planned 
for space advertising and collateral material at the 
same time, making possible better quality for less 
money, and providing greater total impact. Fre- 
quently we are able to absorb peaks in clients’ 


work loads and so help keep their overhead down. 


In practically every case, the end result for 
clients is more effective selling tools, and therefore 


more effective advertising, at lower net cost. 


Because our policy of working closely with 
clients in creating better selling tools is considered 
unusual among agencies, we have produced a 
selling tool on the subject. It is a booklet which 
outlines in some detail how we perform this kind 
of service. We'd like to send you a copy; it would 


help make this ad more effective. 


ADVER TIS 


NEW YORK « PITTSBURGH * CHICAGO + HOUSTON 
PUBLIC RELATION 


ON*MARSBETELL ER ASBEO ates 


MARKETING € JInNS © MARMSTELLER RESGEA® 


the board expects research expendi- 
tures to rise 11% over ‘59. 

The rising use of automation and 
increasing obsolescence of many ex- 
isting plant facilities also has been 
encouraging new plant expansion. 
Many manufacturers feel, too, that 
with the consumer steadily spending 
more, those companies which can 
out-produce the field stand a better 
chance of obtaining a bigger share of 
the consumer dollar 

Reflecting optimism about the fu- 
ture, business “population” is on the 
rise, too, not only in numbers of in- 
corporations, but also in numbers of 
branches. During the recessionary 
periods, 1953-54 and 1957-58, growth 
in business population was slowed 
down. Manufacturing, mining, and 
the transportation sectors were most 
responsive to the depressing influ- 
ences, while the service industries and 
wholesale trade were little affected. 

In "59, however, there were large 
gains, with the result that the num- 
ber of firms in operation hit a record 
total of more than 4.7 million, a rise 
of about 100,000 over the business- 
population aggregate at this time last 
vear. For further perspective on this 
vital trend, which is expected to go 
on strongly in "60, business popula- 
tion totaled 4,557,000 at the begin- 
ning of °58, 4,503,000 at the start 
of '57, 4,419,000 at the beginning of 


56 and 4,323,000 at the beginning 


& Growth in the numbers of people, 
too, is one of the points strongly em- 
phasized by the board as a basis for 
optimism on the "60 prospect Popu- 
lation of the U.S. now approximates 
179 million, far exceeding the an- 
ticipated total of most forecasters 
several vears ago. On Julv 1, 1950, 
the figure was alycut 151 million 
we are almost 19% above that level 
now. The 28 million people we have 
added since 1950 is the equivalent of 
enlarging our market with another 
complete set of New England states 
and Pacific Coast’ states! For 1960, 
the board expects another sizable 
jump in our population, to a new high 
around 182 million 

Household formation also is mov- 
ing up strongly, and this uptrend is 
expected to intensify in '60. There 
are now more than 51 million house- 
holds, and the gain made in the past 
12 months is the ‘argest of the last 
eight years, excluding 1956. 

Significantly, too, our households 
have high buying power. Prosperity 
has spread out in this country. We 
now have a larger middle-income 
class than ever before, and this will 
help to expand demand in many in- 
dustries. More than half of all fami- 


lies in the U.S. now get $5,000 or 
more income annually; even as short 
a time ago as 1950 the figyre was only 
23% as high. Average weekly earn- 
ing in manufacturing now surpass 
$90, compared with an average of 
$83.50 in ’58, $82.39 in °57, $79.99 
in °56, $76.52 in °55, $59.33 in °50 
and $23.86 in ’39. The board expects 
the trend to be maintained vigorously 
in 1960, with new highs certain. 

Already set for ’60 are “automatic” 
raises for 2.5 million workers. These 
are people who are working under 
long-term agreements that carry 
built-in guarantees of higher wages 
Under these contracts, wages will 
automatically rise an average of 8 
cents an hour in "60. And millions of 
other workers are likely to get raises 
when their union contracts expire in 
the next 12-month period. 

With more goods to be sold — and 
more money to buy them than ever 
before — the 10% jump expected over 
last year’s record-high promotional 
expenditures should bring the econ- 
omy to heights never before attained! 


& But the business prospect has its 
worries, too. Outstanding among 


these: 


1. The tight money situation is 
causing some wide concern, particu- 
larly in susceptible industries such 
as housing, which now is feeling the 
ill effects of high interest rates and 
scarce mortgage money. However, 
the Government is not likely to let the 
homebuilding industry deteriorate 
much, not only because of its basic 
importance in'a dynamically expand- 
ing population, but also because of 
heavy political pressures in a Presi- 
dential-election year. 

No letup in the tight money situa- 
tion as a whole is expected, but spe- 
cial assistance is likely to be extended 
to the housing industry to make 
homes easier to buy. The _ board's 
feeling is that, generally, American 
business is likely to be affected less by 
tight money than ever before in the 
past, because of the broadly strong 
financial condition, including large 
depreciation reserves which can be 
used to expand business 


2. Borrowing by consumers has 


jumped almost as “et in the past 
12 months as it did in the last big 
(1955) splurge. The increases in 59, 
however, were from a larger base, so 
that the percentage rise isn’t so great. 
In '55, consumer credit went up 12%, 
and in "59 it went up 11.2%. 

Because of strong fundamental busi- 
ness trends, installment payments are 
holding up well, with repossessions 
and losses reportedly well within safe 
limits. The situation could be dan- 


100% 
Tax Deductible Homes 3 


Virgin Islands 
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gerous for some if incomes were to 
drop sharply, but at Caeyer with in- 
comes rising and headed higher, there 
is no immediate peril. 

From the overall business view- 
point, the $5-billion increase in con- 
sumer credit in ’59 is heavily out- 
weighed by the $23-billion rise in per- 
sonal savings—leaving record-breaking 
net working capital of the consumer 
Then, too, there’s such evidence of 
economic growth as the $38-billion 
rise in Gross National Product, with 
further heavy gains in the making for 
1960. The economy can stand fur- 
ther gains in consumer credit — and 
there'll be more in "60, assuring more 
stimulus to business. 


Ultimately, should the pinch of 
scarce money become great enough to 
threaten an excessive throttling of 


‘business, it is likely that the Federal 


Reserve Board would move quickly 
and effectively to ease the money 
situation. 


3. Strikes in the past have tended 
to stall business progress, as in the 
case of the long steel strike in ‘59. 
General improvement of business goes 
hand in hand with labor uprisings — 
so there'll be more to come. However, 
labor troubles typify the American in- 
dustrial way of life, and we have 
always come through them a bigger 
and stronger nation than ever. 


ENGINEERS 


‘NEXT TIME ILL BUY 
THE RUST INHIBITOR.” 


The continued high rate of unem- 
ployment reflects steady growth in 
the entire labor force, and advances 
in automation and productivity. An 
improved system of unemployment 
compensation, union aids, and broad- 
ening of social security to help more 
old workers is coming to the assist- 
ance of many of the unemployed. 
Favorably, from an overall viewpoint, 
the rather high jobless percentage 
has not prevented total personal in- 
come from reaching major new highs 


4. Rising prices of American goods 
—affected by persistent wage increases 
and the highest per capita wages and 
salaries in the world — have placed 
many of our products at a competi- 
tive disadvantage throughout the 
world. By the same token, low labor 
standards have given foreign coun- 
tries an advantage in the export of 
their goods to this country. 

Some American businessmen are 
combatting this unfavorable situation 
by building or leasing plants abroad 
and producing there with cheap labor 
Aside from that, State Department 
and business negotiations with for- 
particularly those to 
whom we have extended military and 
economic aid, are beginning to bear 
some fruit; and recently our exports 
have been doing better, with indica- 
tions of still further improvement to 
Finally, a bigger flood of for- 
eign goods here will increase demand 
for—and probably get—stronger tariff 
protection for some domestic enter- 
prises 


eign countries, 


come 


5. Farm prices may sag further in 
‘60—under the weight of heavy farm 
surpluses and likely con- 
tinued high productivity. Farm in- 
come thus may decline 5% or more 
in the 12 months ahead. There is in- 
creasing pressure from farmers for 
greater price supports, and in this 
election vear something may be done 
to help agri ulture Declining income, 
even though not great, is distressing 
to the farmer, but it is not liable to 


produc t 


make the buying decisions! 


You reach the ‘men who know”... out of balance, since farm income 


throw the whole economy seriousls 


now represents less than 3% of total 


195,000 fully accredited engineers , 
personal income. ® 


...inthese Engineering Society 
Publications: 


CIVIL ENGINEERING 

ELECTRICAL ENGINEERING 
JOURNAL OF METALS 

MECHANICAL ENGINEERING 
MECHANICAL CATALOG 

MINING ENGINEERING 

CHEMICAL ENGINEERING PROGRESS 


PETER B. B. ANDREWS’ 


Future Sales Ratings 
Board Report 


appeors quarterly in Sales Man- 
agement. Next one: April 1. 
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New, Fast “Pride Pack” System 


Keeps Dishes Clean and Safe 


Mayflower 


WORLD-WIDE MOVERS 


America’s Most Recommended Mover 


@ No more working off the dining room table! Mayflower 
rolls in a complete packing table with a new-type wrap, spe- 
cially designed cartons ... and a totally different principle of 
packing breakables. 

This improved way is another result of Mayflower moving 
research. It is faster, offers better protection and is cleaner, 
easier to unpack. (Less time also means less cost.) 

No wonder, is it, that Mayflower has come to be known as 
America’s most recommended mover! Your personnel will be 
pleased that you recommended Mayflower, too. 


AERO MAYFLOWER TRANSIT COMPANY, INC. « INDIANAPOLIS, INDIANA 
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IF YOU NOW 
(or ever will) BUY 
SALES PRESENTATION 
BINDERS 


invaluable 


/VPD SALES BINDER j 
| REFERENCE BOOK | 


E-pEDE-F-* 


pow illustrates and gives prices of over 
45 different styles (in many sizes and colors) 1 
of ready-made VPD SALES BINDERS. 


HELPS YOU TO: 


CUT BINDER COSTS 
DRASTICALLY — ready- 
mode VPD BINDERS are 
for less expensive than 
custom-made jobs. 
DEVELOP PRESENTA- 
TIONS FASTER, MORE 
EASILY — you can select 
a style and size (7 x 5 
up to 24 x 18) from over 
400 different “in stock” 
VPD binders immediate- 
ly and tailor presento- 
tion material to it. 
EL MINATE WORK, 
’ DACHES — no 
‘ orring 
ou e 
[Ww c- 
ifi. ations, ¢ eving 
samples. J: ook thru 
VPD REFERENCE BOOK 
ond select. 


MEET DEADLINES 
EA SLY —all VPD BIND. 


' 
[ 
| ERS ore ready for im- 
[ 
l 
! 


! i 
| ! 
| l 
| ... we'll give you this 
| | 


mediate delivery from 
your stationer. 


WRITE NOW FOR YOUR 
FREE COPY OF THE #10 
VPD BINDER REFERENCE BOOK 
to: JOSHUA MEIER COMPANY, nc. | 
601 West 26th Street, New York 1, N. Y. 


manufacturers of soles binders since 1933 
eS LY NST ENR cee 
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By LARRY SCHWARTZ, President, Wexton Advertising Agency, New York 


Mystery Shopper Service 


You can check up on store-level 
sales effort behind your product in 
any part of the country with a Mys- 
tery Shopper program, and both train 
and inspire clerks at the same time. 

Willmark, largest and oldest store 
checking service, will send its per- 
sonnel into the store (or other loca- 
tions) vou select, to act like ordinary 
customers, asking for your product 
or asking any questions you specify 

Ordinarily, the manufacturers using 
such a program will inform clerks in 
advance that thev can win $x if they 
say the right words to the Mystery 
Shopper. Clerks thus have an incen- 
tive tor learning the “pitch,” and get- 
ting used to giving it to everyone, 
since thev never know when the Mys- 
tery Shopper is standing in front of 
them 

The Mystery Shopper can reward 
them -on the spot for a proper pres- 


entation, or take names and addresses 


so that the cash can be mailed to 
them. 

Lists of winners are often 
lated among retailers to create 
attention and excitement. 

The Mystery Shopper can also be 
used as the beginning of a sales train- 
ing drive, with winners eligible to 
compete for bigger prizes 

Willmark will report to vou in 
writing on each store visited, includ- 
ing reports on the use of your point- 
of-purchase material 

For further information, contact 
Robert M. Bernstein, Executive Vice 
President, Willmark Research Corp., 


250 West 57th St., New York 19, N_Y. 


circu- 


added 


Layouts—by Wire 

Wirefax, Western Union's new pub- 
lic facsimile service, can be used to 
transmit anything typed, written, 
typeset, or drawn, from coast to 
coast, in five minutes. 


Line drawings, sketches, invoices, 


January 1, 


SERVICE 


Amer 


SERVICE is what Manger sells—not just rooms and 
facilities! Service—the kind of help that has seating 
arrangements executed perfectly and on time. That has a 
proper P. A. system functioning as it should, set up as 
ordered. That has special tables as ordered, lighting, 
projection and other arrangements as requested —all 
on time, without last-minute makeshift changes and 
compromises. And all this goes along with some of 
the finest meeting-room facilities in the country 
So check with Manger before your next meeting 


ALBANY, WN. Y. NEW YORK CITY 
e Vorger The M nger V ler t 
DeWitt ton The Manger Windsor 


ROCHESTER, MW. Y. 
CHARLOTTE, WN. C. The Manger 
The Manger Motor Inn 


(Opening early 1960) SAVANNAH 


The Manger 
The Manger Towne & 


CLEVELAND airy Wester Ledes 
i at WASHINGTON, D. C. 


The Manger Annapolis 
GRAND RAPIDS, MICH. ia Stennertienthes 


The Manger The Manger Hay Adams 


1960 


—see the difference real service makes! 


par mt, Manger Hotels 
4 Park Avenue, New York, N.Y. (Dept. 8-/) 


Please send me full information about Manger 
Hotels meeting and convention facilities. 


news stories, typed briefs, ad layouts, 
documents, are wrapped around a 
revolving drum. An electronic eye 
scans the copy and transmits it line 
for line, dot for dot, to sensitized pa- 
per at the city. Material 
must be limited to white, unfolded 
paper, 8% in. by 11 in., with all mat- 
ter to be transmitted kept within an 
area 7'2 in 


receiving 


wide by 9% in. deep. 

For further information, call any 
Western Union office or write to 
Western Union Wirefax, 40 Broad St., 
New York, N.Y 


Reader-Reach on Measurements 


‘United States Testing Co., famous 
for its product testing facilities and its 
widely promoted seal, offers a unique 
service for measuring human reactions 
or behavior, including the determina- 
tion of the motives underlying a given 
behavioral pattern 

The company's Psychometrics Di- 
vision will measure readabilitv of your 
material, attention value, color ap 
recognition 
product association product recogni- 
tion 


propriateness, brand 


apparent $i7¢ ipparent quality, 
purchase preference, recall potential 
meaningfulness, activating potential 


personal masculinity 


identification 
and femininity 
Packaging 


promot of 


advertising and sales 


design and copy are par- 
ticularl, appropriate subjects for such 
study 

To learn more about this and other 
services of the United States Testing 
Co., write to Mr. E. R. Collins at the 
company s General Offices, 1415 Park 
Ave , Hoboken, N. J] 


Custom-Fitted Training 

The Office of Spec ial Services to 
New York 
has expanded its facilities 
of 


wor ksh« ps, 


Business and Industry, 
University 
to offer a 
planned short 


seminars and conferences to meet the 


wide range custom- 


courses 


particular management training needs 
of every type of business 

Courses can be held on vour com- 
pany at one of the univer- 
sity's campuses, at the NYU Club, 
123 W. 43rd St., or at Gould House, 
the universitv’s conference retreat at 
Ardslev-on-the-Hudson 

Subject matter of courses can in 


premises 


clude corporate finance, management 
development, sales management, su 
pervisory training, communication, hu- 
man relations preparation for retire- 
industrial 


ment, psve hology, safety 


statistics, nu- 
research, 
effective 
meetings, public speaking, teaching 
methods, toreign languages, public 


programs, engineering 
clear 


statistical 


physics, operations 


quality control, 


relations, community relations, traffic 
control, ete. 

To discuss a program for your com- 
pany, contact Aaron Feinsot, Director, 
Office of Special Services to Business 
and Industry, New York University, 
6 Washington Square North, New 
York, N.Y 


See-Through Envelope 


An envelope of clear polyethylene 
film lends a‘distinctive air to the news 
releases sent out by Irving J. Rosen 
bloom & Associates for Seal-A Round 
Corp., maker of the film sealing ma- 
chine. A sample can be obtained from 
the Rosenbloom organization, Wrig- 
ley Bldg., Chicago 11, Ill. 


Personalized Giveaways 


You name it, 4nd Personally Yours 
Ltd., 23 E. 36th Street, New York 
can probably make it and imprint it 
with your name, your individual cus- 
tomer’s name, a clever message. Quan- 
tities range from one to a million, and 
items offered include ash trays, pen 
and pen desk 
sets, paper weights, coffee mugs, cups 
and pencil hi-ball 
glasses, cigarette boxes, dinner plates, 
lighters, cuff links, earrings, etc 

The company has rights to all the 


holder combinations, 


saucer,s, cups, 


Steig cartoons, can imprint any 
printed material you provide, includ- 
ing newspaper stories, on its ceramics. 

These items make excellent busi- 
ness gifts, giveaways, and promotional 
items. 


News-Style Annual Report 

General Shoe Corporation's 1959 
Annual Report was presented as a 
lively, news-stvle 4-page insert in the 
Wall Street Journal. The report, pub- 
lished 48 hours after the 
facts were available, fairly 
with interest and appeal 

This marks the | that a 
complete annual report has been pub- 
lished in a daily newspaper with na- 
tional circulation 

If you'd like to see a copy of the 
1959 Genesco Annual Report in news- 
paper format, write to Elizabeth 
Manning, Manning Public Relations, 
25 E. 73rd St., New York 21, N.Y. 


financial 


bubbled 


irst time 


Sales Promotion Idea File is a review 


of sales-producing tools and ideas 


designed to stimulate the thinking of 
salesminded executives. Address con- 
tributions to Larry Schwartz, c/o Sales 
630 Third Ave., 


Management, New 


York 17, N. Y. 
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‘s, Company Money! 
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Kee 


Let's face it: a guess is a gamble! 


You can eliminate needless guessing 


from your premium and contest 
promotions increase results 
reduce your anxieties — to a bearabl« 
minimum — by consulting us before 
you put yvour money down 

We can't guarantee you'll win 


: 
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every pot, bul we can mark the deck 


jor 


vou. Why not send us the 
coupon below — now? 


2402 University Ave., St. Poul 4, Minn 
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~ & Ef-— SPOT CITIES 


Marketing Outlook for February 


By DR. JAY M. GOULD 
Research Director 
Sales Management and Its Survey of Buying Power 


Bm Retail sales in February will be up 5% over February 
1959, which in turn had been up 8.2% over February of 1958. 


B® Auto sales will still be most dynamic component of the 
retail total and may be up 20% to 25% over 1959. The Depart- 
ment of Commerce predicts 1960 auto output at 6.7 million, 
& 22% gain over 1959. Detroit estimates imports in 1960 will 
come down to 500,000 cars, so that 7.2 million cars must be 
sold in 1960, exceeding even 1955 sales. 


B® Actually, 1960 imports will probably account for 700,- 
000 cars despite the introduction of the compact car, Im- 
ports accounted for 600,000 cars or 10% of total new car 
registrations in 1959, rising from 5.1% in January 1958 and 
8.54% in January 1959. A conservative projection for 1960 
would be 11%, or 700,000 cars. 


Bm Renault Motors, for example, expects sales in 1960 to 
increase 40% over 1959, and reports being flooded with 
applications for dealer franchises. 


B One good indication of the revitalization of the auto 
market can be seen in our High Spot City-National Index for 
Detroit—the February figure is 105.3, up from a low of 
93.1 in May 1959. 


B Housing starts in 1959 came to 1.3 million, but tight 
mortgage money may bring the 1960 total downto 1.1 million. 
This will hit appliance sales somewhat, though television 
set makers hope for 6.3 million set sales in 1960 as against 
6.2 million in 1959. 


B® Farm surpluses in Government hands approached $10-bil- 
lion peak by end of 1959. Farm prices will slide off in 1960, 
On the other hand, lower food prices may help consumers 
increase expenditures on hard goods. 


Consumer credit at the end of 1959 stands close to $50 
billion, representing as big an annual gain as the $5 billion 
added in 1955. Consumers now spend 13% of disposable income 
on installment payments. This percentage will rise in 1960 
as hard goods spending goes up. Charge account collections, 
of course, dropped off in strike affected areas in 1959, 
but no real concern is felt for 1960. 
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The Marketing Value 

Of High Spot Cities 

High Spot Cities are tabu- 
lated monthly as a guide to the 
marketer on where his sales ef- 
forts might pay the greatest 
dividends. Cities marked with 
a star % are preferred cities of 
the month. They have a level 
of sales ~compared with the 
same month in 1958—which 
equals or exceeds the national 


change in sales activity 


The first column of the ac- 
companying tables indicates the 
number of months out of the 
past 24 that the city has had 
a star to indicate a better than 
average performance. When a 
full 24-month period of back 
data is not available, the city’s 
record is indicated as follows: 
8/11 would mean that a city 
has had 8 starred months out 
of the past 11. The 11 would 
indicate the total number of 
months for which data is avail 


able 


The second column indicates 
the index of change for this 
month of 1960 versus corre- 
sponding month of 1959 


The third column (the citv- 
national index) relates the an- 
nual change in the city’s retail 
sales to that of the U.S. Thus, 
a city-national index of 106.0 
indicates that the citv is enjoy- 
ing a gain in retail sales 6% 
greater than that of the rest of 
the US. 


Suggested Uses 
% Special advertising and pro- 
motion drives in spot cities 


*% A guide for your branch and 
district managers. 

% Revising sales quotas. 

%® Checking actual perform- 
ances against potentials 


*% Basis for letters for stimu- 


lating salesmen. 


* Forestalling salesmen’s alibis. 


High Spot (%) Cities for February 


of VE HIGH SPOT CITIES 
aa 


RETAIL SALES FORECAST 
(S.M. Forecast ior February, 1960 
ci 


No. @ City 

Months Index $ 
1960 (Million) 
we 
1969 


UNITED STATES 
100.0 15709.00 


Ala. q 99.0 199.85 
Birmingham 13 96.2 37.85 
W Florence Sheffield 
Tuscumbia 7 102.0 6.46 
Gadsden 94.7 5.05 
® Mobile 103.4 19.52 
Montgomery 97.1 16.55 
Ariz. 106.9 122.34 
® Phoenix 105.7 41.34 
% Tucson 105.5 21.87 


Ark. 96.00 115.24 
Fort Smith 94.2 7.25 


RETAIL SALES FORECAST 
(8.M. Forecast for February, 1960) 
City 
No. & City Nat'l 
Months index index 5 
Out 1960 1960 (Million) 
of Past ve ve February 
24 1959 1959 1960 
Little Rock-North 
Little Rock . 21 103.4 968.5 21.69 


Cal. 


Bakersfield 
Berkeley 
Fresno . 
Long Beach 
Los Angeles .. 
® Oakland 
w Pasadena 
tw Riverside .... 
® Sacramento 


RETAIL SALES FORECAST 


(8.M. Forecast for February, 1960) 


San Bernardino 13 
% San Diego 
San Francisco 
% San Jose ... 
® Santa Ana .... 
% Santa Barbara . 
% Santa Rosa .17 
Stockton 
® Ventura 


Colo. 


Colorado Springs 
Denver 
Pueblo 


(Milton) 
February 
1960 

15.49 
71.03 
89.88 
29.97 
19.35 
9.38 
7.95 
14.11 
5.83 


164.70 
14.41 
72.37 

9.26 


Markets 


for February 


(Top three cities in each of 10 regions) 
U. S. Index: 100 


The following cities have a common 
denominator. They are expected to 
exhibit retail sales leadership in the 
coming month. The index opposite 
each city compores its performance 
with that of the nation as a whole. 
For example, if a city has an 
index of 106.9 that means that its 
retail sales next month are forecast 
to lead the national average change 
by 6.9%. 


compared with U.S. 


Canadian figures are 


New England 
Salem, Mass. 
Woonsocket, R. |. 
Waterbury, Conn. 


West North Central 
Rapid City, S. D. 
Sioux Falls, S. D. 
Cedar Rapids, lowa 
Springfield, Mo. 


East South Central 
Memphis, Tenn. 
Meridian, Miss. 
Mobile, Ala. 
Lexington, Ky. 


Pacific 
Sacramento, Cal. 
Santa Ana, Cal. 
San Diego, Cal. 


South Atlantic 
Orlando, Fla. 
Greenville, S. C. 
Washington, D. C. 


West South Central 
Amarillo, Tex. 
Lubbock, Tex. 

Wichita Falls, Tex. 


Middle Atlantic 
Philadelphia, Pa. 
Norristown, Pa. 
Hempstead Township, N. Y. 


Mountain 
Cheyenne, Wyo. 
las Vegas, Nev. 
Reno, Nev. 


East North Central 
Kenosha, Wis. 
Flint, Mich. 
Muncie, Ind. 


Canada 
St. John, N. B. 
Hamilton, Ont. 
London, Ont. 
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ONLY the RECORD and JOURNAL 


COVER 
Meriden + Wallingford, Conn. 


You've got it covered with 
the Record and Journal: 97°, 
of Meriden-Wallingford's 120,- 
000-customer market! It's load- 
ed with selling opportunities. 

. Effective Buying Income is 
nearly $137 million. And no 
Hartford or New Haven ABC 
daily newspaper has more than 
400 circulation here. Ask for 
complete market data now! 


The Meriden 


RECORD and JOURNAL 


Meriden * Connecticut 
National Representatives 
JOHNSON. KENT 
GAVIN @ SINDING. INC 


General Mdse. 
Sales 
C-L-I-M-B-I-N-6 
in New London 


Push your sales up in New Lon 
don... now 2nd among all Conn. 
cities of 25,000-or-over population 
for General Merchandise sales per 
average household: an inviting $989 
yearly.* 


Sell this prize market through 
The Day, the only local daily 
covering 98°), of this 66,547 ABC 


City Zone. 


*SM ‘S9 Survey 


Che Bay 


NEW LONDON, CONNECTICUT 
National Representatives: 
GILMAN, NICOLL & RUTHMAN 
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HIGH SPOT CITIES 


THIS Is Eastern Connecticut 


RETAIL SALES FORECAST 


(S.M. Forecast for February, 1960) 


Conn. 
Bridgeport 


Hartford 
w® Meriden- 
Wallingford 
Middletown 
te New Haven 
New London 
Norwich 
® Stamford . 
® Waterbury 


% Wilmington 


D. C. 


% Washington 


Fia. 


w® Fort Lauderdale 24 


® Jacksonville 

*& Viami 

® Orlando 
Pensacola 

& St. Petersburg 

*& Tampa 


Ga. 


Albany 
®& Atlanta 
Augusta 
Columbus 
Macon 


Savannah 


Hawaii 
Ww Honolulu 


Idaho 


Boise 


Bloomington 

Champaign 
Urbana 

Chicago 

Danville 

Decatur 

East St. Louis 


20 
24 


% Moline-Rock Island- 


East Moline 
Peoria 
% Rockford 
Springfield 


Ind. 


Evansville 
w®& Fort Wayne 
& Gary 

Hammond -East 


Chicago 


January 1, 1960 


16 


2 
3 
7 


Natt 
Index 
1960 


ve 
i959 


100.2 
96.0 


94.5 
94.6 
108.4 
108.5 


102.4 
101.7 


110.10 


110.1 


105.7 
106.2 
100.7 
103.5 
116.0 

91 
108.8 
105.2 


1.2 
90.7 
100.9 
96.6 
96.1 
999 
99.0 


90.0 


100.1 
94.0 
104.0 
98.0 


100.2 

93.2 
102.8 
102.3 


99.7 


$s 
(Million) 
February 
1960 


243.45 
16.39 
26.34 


6.49 
3.64 
19.94 
6.21 
4.53 
13.31 
12.28 


58.51 
28.12 


113.31 
113.31 


532.49 
19.09 
45.57 
74.49 
26.63 
11.26 
25.91 
39.67 


283.59 
5.01 
76.05 
12.93 
11.25 
11.93 
15.10 


157,100 People 
49,200 Families 
$349,762,000 Income 
$207,845,000 Sales 


The Norwich Bulletin is the 
only daily newspaper edited 
primarily and exclusively for 
this huge isolated market. . . 
only newspaper with a broad 
solid impact on the market's 
pocketbooks. Left-over circu- 
lation from other markets 
can’t put your sales in step 
with local buying habits. 


Norwich Bulletin 


and Norwich Bulletin-Record (Sundays! 
NORWICH, CONN. 


Bulletin 
26,037 


Sunday Record 
22,104 


Represented by 
The Julius Mathews Special Agency, Inc. 


MIDDLETOWN 
Metropolitan Area 


(Middlesex County) 


State’s No. 1 
Automotive Market 


$911 Sales Per Family 


Family for family, the most responsive metro- 
politan market in Connecticut—34th in the 
nation! 


Local families buy $215 more automotive 
products than the average U. S. family—ae 
big 38°/, margin of extra spending that lifts 
the area's total automotive volume to $20,- 
691 ,000—higher than that of 40 larger areas! 


The Middletown Press provides coverage to 
match this big sales opportunity. No com- 
bination of outside newsoapers comes any- 
where near equalling its saturation of Metro- 
politan Middletown. 


THE MIDDLETOWN PRESS 


» MIDDLETOWN 


ANS L HIGH SPOT CITIES 
cen ae SN NE 


RETAIL SALES FORECAST 
(8.M. Forecast for February, 1960) 


No. @ City 
Months Index $ 
Out 1960 (Million) 
of Past February 
24 1960 
Indianapolis 92.6 71.41 
& Lafayette 5 : ‘ 5.76 
w& Muncie 8.58 
*% South Bend 15.65 
Terre Haute 5 8.63 


lowa a79.00 
Ww Cedar Rapids } 11.99 


%& Davenport 11.68 
Des Moines D 27.69 
Dubuque 7.3 
Sioux City 5 13.% 
Waterloo 2 8.55 


Kan. 7 9 186.82 
Hutchinson 7 ° 5.98 


Kansas City ) ] 12.05 

w® Topeka 5.5 11.399 i 
Wichita 6 ( 29.32 

a 15 10846 97 


Lowisviile 
w Paducah 


La. 


% Baton Rouge | 7 » fest where it's best. La 


Lake Charles 
Monroe-West 
Monroe 
New Orleans 


We Shreveport 


Maine 
Bangor 


Lewiston 
Auburn 
Ww Portland 


Md. 

Caltinere . Robt. Burns is the latest in a distinguished line of 

apnea products to select Portland, Maine as best for the test. 

Other products recently tested in Northern New Eng- 

Mass. : 57.56 land's No. | market are Libby's Beef Stew, Nestle's 
‘ ell Nescreme end Breck'’s Shampoo. 

Fall River Do what others do! Make Portland, Maine your No. |! 


Holyoke ( test city. Write for details. Then, you'll be sure to select 


Lawrence ‘ the market that guarantees ideal and economical testing 
Lowell ; conditions. 

*® Lynn 

te New Bedford 

w& Pittsfield 

& Salem 
Springfield 


Worcester 


Mich. 


Battie Creek 
Bay City 
& Detroit 
#% Flint 113.7 


ranc apr os y 
t Grand Rapids 100.3 Julius Mathews Special Agency, Ine. 
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BATON ROUGE 


Is On The 


GROW! 


Your sales will be on the grow 
there, too. It’s Louisiana’s fast- 
est growing market, second in 
size — first in buying power. 
Baton Rouge’s $6,455 effective 
buying income per household is 
away out front in Louisiana. It 
can mean more sales for you. 
The State-Times and Morning 
Advocate is the total selling 
medium in this tremendous mar- 
ket. 


“Sales Management Survey of Buying Power 


STATE-TIMES 


AND 
MORNING ADVOCATE 


Represented by the John Budd Company 


Growing 
GROWING 


GROWING 


*KMSO-TV now reaches 
51,000 Montana TV homes 
and is gaining new viewers 
all over Western Montana. 


KMSO-TV 


Serves MISSOULA and All of 
WESTERN MONTANA With 
the Best of CBS, NBC, ABC 


PERFECT TEST MARKET 


*51,000 TV Homes 

*Drug Sales Index 167 
*Retail Sales Index 143 
*Auto Sales Index 176 


PERFECT TEST STATION 


*Captive Audience in 90% of the 
Area 

*Dominates the 10% Remainder 
Completely 

*Now the Only TV Station on 
the Air in Western Montana 
*Low Cost/1,000 HOMES 


Represented Nationally by 
FORJOE TV INCORPORATED 
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7 HIGH SPOT CITIES 
SOU EER mee aS 


RETAIL SALES FORECAST 
(S.M. Forecast tor Velreary, 1960) 
‘ 
No. ® City Nat'l 
Months Index index $ 
Out ' 1960 (Millien) 
of Past ve ve February 
24 L) 1959 1960 


Mich. (continued) 


%& Jackson 
Kalamazoo 

ww Lansing 

& Muskegon 

® Pontiac 
Port Huron 
Royal Oak- 

Ferndale 
* Saginaw 


Minn. 
Duluth 


Winneapolis 
St. Paul 


Miss. 


dackson 
ww Meridian 


Joplin 
Kansas City 
St. Joseph 
St. Louis 
Ww Springfield 


Mont. 


Billings 
Butte 
Great Falls 
& Missoula .. 10/ 


Neb. 


Lincoln 
Omaha 


Nev. 
ww Las Vegas 13 


% Reno 


N. H. 


w Manchester 
w Nashua 


N. J. a2 


%& Atlantic City 100.2 
Camden 946 
w Elizabeth .. S 105.2 12.04 
Jersey City- 
Hoboken 944 23.71 
te Newark 100.1 57.30 
Passaic-Clifton , 97.3 17.11 
Paterson 97.3 18.29 
Trenton 92.0 23.51 


N. M. 104.2 91.22 
® Albuquerque 103.5 28.94 


N. Y. . 98 1639.32 
Albany 92.8 17.89 
Binghamton 89.8 10.41 
Buffalo . 97.0 61.08 
Elmira B 95.0 6.56 

w%& Hempstead 

Township 111.3 106.0 118.77 


1960 


damestown 
New York 
w Niagara Falls 
w Poughkeepsie 
Rochester 
*® Rome .. 
Schenectady 
Syracuse 
Troy 
Utica 


N.C. 


Asheville 
Charlotte 
Durham 
& Greensboro 
% High Point 
Raleigh 
® Salisbury 
w Wilmington 
& Winston. 
Salem 


N. D. 


Fargo 


Ohio 


® Akron 

% Canton 
Cincinnati 

& Cleveland 
Columbus 

t Dayton 

& Elyria 

tw Hamilton 
Lima 

® Lorain 

w Mansfeld 

® Middletown 

w Portsmouth 

We Springfield 
Steubenville .. 

t Toledo 
Warren 
Youngstown 

& Zanesville 


Okla. 


Bartlesville 
Muskogee 

W Oklahoma City 
Tulsa 


Ore. 

w Eugene 
® Portland 
*& Salem 


Allentown 
Altoona 
Bethiehem 
Chester 

& Erie 
Harrisburg 
Hazleton 
Johnstown 
Lancaster 

w Norristown 
Oil City . 

® Philadeiphia 


Nothing succeeds 


like COLOR, in 
ALTOONA! 


Advertisers are finding out that it pays 
off at the cash register when they use 
COLOR in Altoona! 


The Altoona Mirror's 30 years of color 
experience and careful craftsmanship 
have resulted in crisp, bright ads that 
produce outstanding results. Last year's 
record 240,000 lines of color advertising 
—more than many big city papers—is 
pretty much the proof of the pudding! 


Don't forget, too, you get real saturation 
coverage of this growing market 

85°), city zone coverage, and reaching 3 
out of 4 Blair County homes. 


FAltoona 
Mirror 


Altoona Penesytvania’s only daily newspaper 


RICHARD E. BEELER, Adv. Mgr. 


Covers 
BETHLEHEM, Pa./ 


Fact: Food sales in booming Bethlehem, Pa., 
exceeded $24,918,000 last year. To get your 
share of sales in this vital market, do as 
Allentown retailers do—use the GLOBE.- 
TIMES, the only paper that covers the Beth- 
lehem city zone completely! 


The Bethlehem Globe-Times 
Rolland L. Adams, Publisher 


Gallagher-DeLisser, Inc., National Reps. 


-S 4: HIGH SPOT CiTIES 


RETAIL SALES FORECAST 
(S.M. Forecast for February, 1960) 
Cit 


No 
Mont 


Pittsburgh 

Reading 

Sharon 

Scranton 

Wilkes-Barre 

W:itiamsport 
* York 


Newport 
Pawtucket- 
Central Falls 0 
Providence . 
% Woonsocket 


$. Cc. 


*% Charleston 
Columbia 

& Greenville 

% Spartanburg 

S. D. 
Aberdeen 

tw Rapid City 

% Sioux Falls 


Tenn. 
w Chattanooga . 


Knoxville 
t Memphis 
Nashville 


Texas 
w® Abilene 


% Amarillo 

® Austin 
Beaumont 
Corpus Christi 

® Dallas 

*% El Paso 
Fort Worth 
Galveston 
Houston . 
Laredo 

® Lubbock 
Port Arthur 
San Angelo 

% San Antonio 
Texarkana 
Tyler 

*% Waco : 

% Wichita Falls 


Utah 
Ogden 
* Salt Lake City 


Vt. 


*% Burlington . 
Rutland 


Va. 


Danville 
& Lynchburg 
te Newport News . 


(Miltion) 
February 
1960 
77.% 
12.75 
3.72 
10.83 
8.53 
5.24 
10.03 


75.94 
3.72 


7.59 
30.58 
5.63 


139.19 
11.39 
13.86 
12.26 

6.31 
75.18 
3.32 
7.87 
11.27 


243.09 
20.39 
19.12 
52.63 
31.67 


840.16 
7.67 
17.23 
19.49 
12.01 
16.83 
94.62 
24.96 
46.64 
5.96 
95.54 
4.24 
18.90 
6.97 
7.34 
52.40 
5.83 
6.37 
12.41 
9.91 


68.33 
7.73 
29.58 


34.73 
5.56 
2.62 


301.88 

4.92 

102.4 6.25 
110.2 10.70 


Norfolk 
Portsmouth 
Richmond 


Roanoke 


Wash. 


Bellingham 
w& Everett 
%& Seattle 
Spokane 
Tacoma 


Yakima 


W. Va. 


% Charleston 
Huntington 
Wheeling 


Wis. 


ww Beloit- 
Janesville 
Green Bay-Apple- 
ton-Neenah- 
Menasha 
*% Kenosha 
La Crosse 
Madison 
w Milwaukee 
w Oshkosh 
*% Racine 
tw Sheboygan 
Superior 


Wyo. 
Casper 
& Cheyenne 


On the Nose! 


You know what hard-hitting 


impact color gives your adver- 
tising . . . and The Call is the 
only R. L. daily to offer you 
ROP color. Ask for complete 


details now! 


WOONSOCKET 
CALL 


COVERS RHODE ISLAND'S PLUS MARKET 


Affiliated 
WWON, WWON.-FM 
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oe | 
7 
BS 
RETAIL SALES FORECAST 


(S.M. Forecast for February, 1960) 
Ci 
Nat 1. 
Index > 
1960 = (Miilien) 
vs 
1958 
CANADA 100.0 
Alberta 


w Calgary 103.9 
w% Edmonton ‘ 106.9 


British Columbia 


we Vancouver 8 104.0 
® Victoria 13 105.2 


Manitoba 


Winnipeg 20 102.0 


New Brunswick 
*& Saint John 13. 125.7 


Nova Scotia 
% Halifax ll 


Ontario 
%& Hamilton 


% London 
w® Ottawa 
% Toronto 
% Windsor 


Quebec 


Montreal 15 
® Quebec 10 


Saskatchewan 
Regina 14 


HIGH SPOT CITIES 
SS A en ROR 


of all daily newspaper readers 
in Toronto read the 


TORONTO DAILY STAR 
80 King Street West, Toronto 
In the United States: 
Ward Griffith & Co. Inc. 


yruneau Research Survey 1958 


10 Steps to No-Slump Selling 


(continued from page 39) 


ning. If your men can't sell, they may 
be able to train other echelons of 
salesmen to sell. You can train your 
people to teach good selling practices 
to retail salesmen (and others) who 
have the job of explaining and selling 
your products and services to end- 
users. 


9. Think up extra ways to inspire 
more dealer selling. The air condi 
tioning business is plagued by “one- 
season” selling and the ever present 
fact that cool weather can slash de- 
mand at a time when it should be 
highest. Bernard A. Mitchell, of the 
Mitchell Mfg. Co., developed a solu- 
tion that helped company sales tre- 
mendously. The plan included these 
provisions: For each air conditioning 
unit shipped between November | 
and August 31, Mitchell and his 
dealers agreed to put aside $3. If 
200,000 units were shipped, the fund 
would swell to $600,000. At season's 
end, the fund was to be divided on a 
unit basis. This was determined by 
the total number of air conditioners 
still unsold by September 15. If 
10,000 units remained unsold, the per 
unit share of the reserve would be 
$60. Thus each distributor was as- 
sured of $60 for any unsold unit. Each 


dealer would then be in a position 
to cut his selling price as much as 
$60 at the end of the regular selling 
season. If he sold the cut-price mer- 
chandise he still showed a full profit 
on units sold after September 15. 
Sales doubled, following the introduc- 
tion of the plan. 


10. Remember, this is probably the 
best time of the year to catch your 
competition napping—or on vacation. 
If you can get this across to your 
salesmen, you can make it practically 
a point of honor with them to get a 
big jump on Joe who sells a competing 
product for Company X (and who is 
very likely a known and _ friendly 
rival). Just keep hammering home to 
salesmen that, while a competitor may 
be on vacation, or “slumping” the 
summer away, according to the 
Bureau of Advertising: 94% of Ameri- 
cans are at home during any given 
time in the summer—housewives, hus- 
bands, children and purchasing agents 
(and key executives in every other 
category of business endeavor). 

When the competition's asleep at 
the switch—and the customer's lclling 
in vulnerable summer spirits—all you 
have to do is wake up your sales- 
men! @ 


of consumers. 


Seven Cardinal Rules for a 
Successful Sales Promotion 
It must be a big idea—an idec that does big things for people. 


. It must be a universal idea, wider than the commercial interests 
of the sponsor, of the buyer, or even the consumer. 


. It must have news value. It ought to be the kind of idea that 
makes your mother-in-law say: “What will they think of next?” 


It ought to be an idea that takes in all avenues: advertising, 
promotion, sales, merchandising, etc. 


. It should have a sales trigger. It should be so simple any soles- 
man can understand it and be inspired by it. 


. It should be an idea that can be followed through. Many good 
ideas don’t last long enough to penetrate the minds of a mass 


It should be an idea you are proud to sponsor. The idea should 
not only build sales, it should also build the reputation of the 
company that spends the stockholders’ dollars to support it. 


When you have such an idea, it follows as the night follows the 
day that your organization—your total organization right down 
to the office boy—will pitch in and make it even more successful. 
—Marshall S. Lachner, president, B. T. Bablsitt, Inc. 
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When You’re Selling to Business . . . 


ADVERTISING 
SALESMANSHIP 
APPLIED HERE 


HELPS BUILD 
SALES HERE 


The reasons men give for not advertising to consumers in July and 
August—right or wrong—simply don’t apply to the sale of products 
and services to businessmen. 

For in July and August—as in every other month of the year— 
business must go on, During the summer, businessmen are deep in 
planning for the coming fall and winter. They’re buying materials 
for the production of fall lines (and Christmas merchandise ) 
considering the purchase of machinery and equipment . . . planning— 
and building—new buildings . . . purchasing supplies and equipment. 

And—as in every other month of the year—they’re reading their 
businesspapers. They are looking for the “how-to” information on 
the editorial pages—and the “what-with” information on the 
advertising pages. Businesspaper editors never let them down— 
but some advertisers do! 

Make sure that your businesspaper schedules run right through 
June, July, August and September—so that your product or 
service will be part of your customers’ plans for the fall and winter 
months, Advertise in businesspapers all year *round—and you'll 
know that your advertising salesmanship is working whenever 
businessmen are buying . . . or planning to buy. 


The ASSOCIATED BUSINESS PUBLICATIONS Gi): 


« 


205 East 42nd St., New York 17, N. Y. “eres” 


For some eye-opening facts on how advertising continuity pays off in higher 
readership scores—how summer-time ads are read just as thoroughly as 
cold-weather ads—write The Associated Business Publications. 
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Celebrate! 


; .- A 
“IDEA? LETTERHEADS | 


SEND FOR FREE CATALOG 


pA TK 


SALES PROMOTION MANAGER 


National concern, headquartered in Chicago, 
in the direct-fto-comsumer sales field seeks 
aggressive young man, age 30-40, with college 
background and experience in operation of 
sales contests, house organs and consumer 
incentives, for position with a future. Back- 
im direct selling desirable but not 
Ability to communicate through the 

written word essential 


Please write giving complete resume, includ- 
ing education, employment, earnings, avail- 
ability and personal date. Replies treated in 
strict confidence 


Knox Associates of !Winois, Inc. 
One North La Salle Street 
Chicago 2, Illinois 


NATIONAL SALES MANAGER 
$7500 TO $15,000 CALIBER 


Pioneering nationally known mfgr of 
playground equipment and school fur. 
niture seeks outstanding executive to 
independently direct new national saies 
program through selection and direc 
tion regional representatives. Attrac- 
tive salary. Profit-sharing. New head. 
quarters six miles from Princeton, 

J. Send full personal data and sa! 
ary to Box 100. 


4 THERE’S ONLY ONE # 
@\ WORLD'S FINEST , 


= BOMBAY & 


up vER 


COMING SOON 


“Profile of the 


Typical Sales Executive’ 


SALES MANAGEMENT 


EXECUTIVE SHIFTS 


IN THE SALES WORLD 
iO SPARRO a NR 


American Hospital Supply Corp. . . . 

Edward E. Twerdahl, Jr., became 
vice president for market develop- 
ment, and continues as president of 
the Arnar-Stone Laboratories. 


Anheuser-Busch, Inc. . . . 

Thomas C. Burrows promoted to 
vice president and general sales man- 
ager, Brewerv Division. 


Bendix Aviation Corp. . . . 
Roy H. Isaacs named vice president 
to coordinate all government sales 


B-I-F Industries, Inc. .. . 

William L. Sammons, general sales 
manager, elected vice president and 
general sales manager 


Borg-Warner Corp. . . . 
Blaz A. Lucas, Jr., 
president in charge of sales of Inger- 

soll Products Division. 


elected vice 


California Steel and Tube . . . 

Charles E. Walden joins as sales 
manager. He was formerly with Rome 
Cable Corp 


Carey Salt Co... . 

Lloyd A. Winslow appointed mar- 
keting manager, in charge of sales, 
advertising, and merchandising 


Cornwall Corp. . . . 

Alfred R 
president, sales, for Thermo Tray elec- 
tric hot travs 


Leiserson named vice 


Skinner Manufacturing Co. .. . 
Napoleon B. Beauregard named 
vice president in charge of sales. 


Smith-Corona Marchant, Inc... . 

Ward J. Koepenick appointed gen- 
eral sales manager of the Marchant 
Division, which includes the Cana- 
dian subsidiary, Marchant Calcula- 
tors, Ltd. 


Stewart-Warner Corp. . . . 

Francis E. Hummel made manager 
of distributor sales and marketing of 
the Bassick Co. Division. 


Swedish Crucible Steel Co. . . 
Robert K. Emmons becomes sales 
manager of the Plastics Division. 


Texaco, Inc. .. . 
I. G. Morgan elected vice president 
in charge of domestic sales 


Union Carbide Chemicals Co. . . . 

J. S. McGilly promoted to manager 
of Dynel sales, Textile Fibers Dept 
A. L. Snyder, former sales manager, 
marketing 
Union Carbide 


becomes senior advisor 
Parent company is 


Corp 


United States Rubber Co... . 
Arthur Thomas, Jr., moved to com- 

modity sales manager, Kralastic mate- 

rials, Naugatuck Chemical Division 


Venus Pen and Pencil Corp. .. . 
Quartus P. Graves named vice pres- 
ident, pen marketing 


Willys Motors, Inc. . . 

James H. Drum appointed director 
of government sales: the Jeep, Me- 
chanical Mule, and a weapons-carrier 


your actua 


casting. 


eco AA: 
\ 


122 East 42nd St. 


How to Determine Your Sales Potentials 


Scientifically proven forecasting methods which will indicate 
| dave & months to | year ahead. Allow us to 
send you, without obligation, our brochure on Sales Fore- 


~— 


J. CARVEL LANGE, Inc. 


Subsidiary of Industrial Commodity Corporation—26th Year 
OXford 7-1262 
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Aero Mayflower Transit 


Agency: Caldwell, Larkin & Sidener-Van 
Riper, inc 


American Credit ind ity C 
Agency: Van Sant Dugdale & Compe, ‘he. 


Agency: Batten, Barton, Durstine. & 
Osborn, inc 


American Tele 

(ieng Lines 

Agency: N. W. Ayer & Son, Inc 
Architecthiral Forum .... 


Associated Besiness Publications ...... 
Agency: Van Brunt & Company 


Baton Rouge State-Times 
Bethiehem Globe Times 
Agency: Hervey 8. Nelson Advertising 
Gili Bros. Publishing Company 
Bombey Spirits Company 


Agency Burton Browne Advertising 


CBS TV-Spot Sales 
Capital Airlines 


Agency: Kenyon & Eckhardt inc 


Chilton Compeny ...... 
Agency: Gray & Rogers 


Agency: Waidie & Briggs, inc 


E. |. duPont de Nemours & Co. finc.) ... 
Agency: Batten, Barton, Durstine & 
Osborn inc 


Eest Kodek Compeny (Audio-Visual) . . 
Agency: The Rumrill Company inc 


Engineers Joint Advertising Council .. 


Agency: Person Advertising, Inc 


Agency: Henry J. Kaufman & Associates 


Gulf Publishing Compony . 70. 
Agency: Robinson-Gerrard-Mc oy les. 


Jom Hendy Organization . 
Agency: Campbell-Ewald Compeny 


Hearst Mogazines .. seeceeccecoe “OH 
Agency: Lynn Baker, Inc 


.. 2nd Cover 


Schuyler Hopper Company .............. 51 


itels, Journal of American 
ospitel Associetion . 


Agency: Bernard J. Hahn & Associates 


Agency Sidney Pollatsek Advertising 


indianapolis Ster & Tribune . 
Agency: Caldwell, Larkin & Sidener-Van 
iper, inc 


KMSO-TV (Missoula, Mont.) 
Agency: Westmont Advertising Agency 


Agency: Fred Gardner Company, Inc. 


ADVERTISERS' 


INDEX 


This Index is provided ss an additional service. 
The publisher does not assume any liability for 
errors or omissions. 


Joseph Luchs & Steff 


McCall's ine 
Agency: Grey Advertising Agency, Inc. 


© Hotel Chain 
Agency: Ellington & Company 


Mersteller, Rickard, Gebhardt & Reed, Inc. 


Joshue Meier C y 
Agency: Preiss & Brown Advertising 


v h, 


ADVERTISING SALES 


VICE PRESIDENT, SALES 
Randy Brown 


SALES PROMOTION MANAGER 
Philip L. Patterson 


ADMINISTRATIVE ASSISTANT 
Edward S. Hoffman 


Asst. to Vice President, Sales 
Cecelia Santoro 


ADV. SERVICE MANAGER 
Madeleine Singleton 


PRODUCTION MANAGER 
Virginia New 


DIVISION SALES 
MANAGERS 


New York—W. E. Dunsby, Wm. 
McClenaghan, Elliot Hague 
Robert B. Hicks, Dan Callanan, 
F. C. Kendall, Ormond Black, 
630 Third Ave., New York 17, 
N. Y., YUkon 6-4800. 


Chicago —C. E. Lovejoy, Jr., 
Western General Manager; 
W. J. Carmichael, Western Ad- 
vertising Director; John W. 
Pearce, Western Sales Manager; 
Thomas S. Turner, Robert T. 
Coughlin, 333 N. Michigan 
Ave., Chicago 1, Ill., STate 
2-1266; Office Mgr., Vera Lind- 
berg. 


Pacific Coast—Warwick S. Car- 
penter, 15 East de la Guerra, 
Santa Barbara, Calif., WOod- 
land 2-3612, Pacific Coast Man- 
ager: Northern California, 
Washington and Oregon, M. A. 
Kimball Co., 2550 Beverly 
Boulevard, Los Angeles 57, Cal., 
DUnkirk 8-6178; or 681 Market 
St., San Francisco 5, Cal., 
Exbrook 2-3365. 


i OER NOLOGY ; Pe 
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Meriden Record-Journal 
Agency: Gordon Schonfarber & 
Associates, Inc. 

Middletown Press 


Midwest Farm Paper Unit 
Agency: Olmsted & Foley, Inc 


Minnecpolis Ster & Tribune 


Agency: Batten, Barton, Durstine & 
Osborn, Inc 


Agency: Gordon Schonfarber & Associates 


Norwich Bulletin 


Agency: Lowe Runkle Company 
Orchids of Hewaii, Inc 


Agency: Schuyler Hopper Company 


Portiand (Me.) Press-Herald Express .... 
Agency: J. M. Bochner Advertising 


Agency: Cummings, Brand & McPherson 


Seturday Evening Post 
Agency: Batten, Barton, Durstine & 
Osborn, Inc. 


Agency: Kent Dixon Advertising 


Steinman Stetions (WGAL-TV) 
Agency: John Gilbert Craig Advertising, Inc. 


Successful Farming 
Agency: L. E. McGivena & Company, Inc 


Tecoma News-Tribune 
Agency: The Condon Company 


Thomas Publishing Company 
Agency: W. N. Hudson, Advertising 


Agency: Young & Rubicam, Inc 


Toronto Star Ltd. 
Agency: MacLaren Advertising Co. Ltd 


WHBF (Moline-Rock Island) 
Agency: Clem T. Hanson Company 


Woonsocket Call 


Agency: Gordon Schonfarber & 
Associates, Inc. 


Young & Rubicam, Inc. 


January 1, 


“ 


Nothing About Nil 


Provocative press release 
came across our desk the other 
day. It read: 


Dear Editor: 


Every day you get a heap of 
news releases. Some are of prime 
importance. The vast majority 
are time-wasting trivia. BUT 
how often do you get a release 
about nothing? [ Ed's note: More 
often than you think.] 

Today is the day. The one you 
have heen awaiting. The day 
that a news release . comes 
through the transom and into the 
slot about nothing, nix, naught, 
nil. Ah, there is the word, Nil. 
Enclosed, please find our news 
release about Nil. 


Nil? Turned out to be a small 
business card size envelope 
which reads, “Nil, the certified 
intangible.” On the inside was a 
card to which was affixed The 
Nil, captioned, “Please read the 
instructions before using.” The 
instructions were amusing—and 
confusing. And attached to the 
instruction sheet was a guaran- 
tee of uselessness. The Nil, it 
seems, is designed for sturdy 
impermanence. The slogan: 
“Nothing is too good for a Nil 
owner.” 

Still confused? The Nil is 
actually a sales stimulator, to be 
imprinted with the company’s 
advertising message. Produced 
by The Marvic Co., Brooklyn, 
N.Y 


The Ultimate 


It had to happen. Some time 
ago The E. F. MacDonald Co., 
a founder of the sales incentive 
business, began to get plaintive 
cries from its clients in the auto- 


CALL REPORT 


motive and appliance fields. 
“All those knickknacks in your 
regular contest catalogues—the 
fountain pens, the Mixmasters, 
the radio clocks — are okay for 
the general run of salesmen. But 
we have salesmen in ‘the top 
salary brackets who have al 
those things. They aren't inter- 
ested in a contest where the re- 
wards are, uh, relatively trivial 
How about a contest book that 
specializes in things worth from 
50 bucks on up into the thou- 
sands?” 

Last week MacDonald's v-p, 
Gordon L. Nereim, strode into 
our office. Under his arm 
was his firm’s new catalogue, 
born of those plaintive cries. 
It's called “The Ultimate in 
Awards,” which may be some- 
thing of an _ understatement, 
title-wise. Through its offerings 
MacDonald is prepared to give 
heart to the salesman who's won 
everything. For here, pictured 
in four breathless colors, are 
such incentives as vicuna coats 
for men, mink coats and stoles 
for women (modeled, as extra 
incentive, by Suzy Parker), dia- 
mond bibelots that would in- 
terest even Zsa Zsa Gabor, and 
motorized golf carts 

Take the rifle by Remington 
Arms, for an example of the Ul- 
timate MacDonald talks about: 
The winner of this item is in- 
vited to New York at Reming- 
ton’s expense. A limousine meets 
him at the airport, whisks him 
off to the factory at Ilion, N.Y., 
where he is ensconced in a 
swank inn. On his first day 
there he is measured for the 
gun by experts who get his 
height, weight, reach, index 
finger length, the distance be- 
tween his eves. Then he’s taken 
out by shooting experts with a 
similar rifle, given a 2-day trial 
under varying hunting condi- 
tions. In about three weeks he 
gets his hand-tailored gun in a 
striking walnut box with his 
name engraved on the gun and 
a silver plaque on the gun case. 
Accompanying the package will 
be photograph “certificates” 
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from the individual gunsmiths 
responsible for each aspect of 
the gun. 

If you aren't reeling, here's 
another example of how far 
MacDonald has gone with the 
catalogue: The company had 
Tiffany & Co. design two pages 
of jewelry especially for the 
book. 

Let us know when ‘you hit 
pay dirt, won't you? 


we 


Hollow Leg 


National Distillers, producers 
of Old Crow, have been featur- 
ing, in their national advertis- 
ing, famous men — presidents, 
authors, etc. — who re and 
liked the product. Recently the 
company offered $250 reward 
for historical facts relating Old 
Crow to famous persons of the 
nineteenth century. 

And this story was sent in by 
an Jid Crow aficionado: He and 
his wife, on vacation, passed a 
big, barny antique shop. He 
tried to speed past but his wife 
won a halt. Ended up buying 
a fascinating wooden Indian 
“When we got home,” writes the 
gent, “I examined said Indian 
and found a split in the wood 
right at the kneecap. Then I 
found the lower leg was de- 
tachable. Inside, wrapped in an 
early edition of the Tombstone 
Gazette was—you guessed it—a 
bottle of Old Crow. On the la- 
bel someone had written, ‘Save 
for Uncle Willy's big day.” 

The Old Crow people say 
they're positive Uncle Willv 
must have been a big name. 
They're still investigating. 


JUST OFF 
THE PRESS! 
KING SIZE—11x 14 


72 MULTI-COLOR PAGES 
OVER 1900 PRIZES 


Premium and Incentive Division 


JOHN PLAIN & COMPANY 


BACKED BY JOHN PLAIN'S 444 West Washington Street, Chicago 6 


e ~ Please send me a sample copy of the new John Plain Prize Book 


FAMOUS, MONEY. SAVING and details on your money-saving Promotional Allowance Plan 
Firm. 


PROMOTIONAL ALLOWANCE PLAN 


Address 


SEND FOR YOUR COPY TODAY! City. 


Attention of 


More readers......more advertising- 


THE TRIBUNE GETS ‘EM IN CHICAGO! 


The Tribune sells nearly 900,000 copies daily, 
1,250,000 on Sundays—over one and a half times 
the circulation of any other Chicago paper. It is 
read by more families in Chicago and suburbs 
than the top 5 national weekly magazines com- 
bined. More than 6 times as many Chicagoans 
turn its pages as turn on the average evening TV 


show! Advertisers spent over $60,000,000 in the 
Tribune last year—more than in all other Chi- 
cago papers put together.- Unmatched, also, is 
the Tribune’s record of advertising results. It 
out-pulls other Chicago papers 3 to one, 4 to one, 
even 15 to one—evidence of a selling FORCE 
which is uniquely the Tribune’s in Chicago! 


